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; a new line of men’s shoes I’m build- 


ing will give a five-dollar bill bigger ideas. 


Some $5 shoes have wear. Some have fit. 
Some have style without fit or wear. These 
new shoes of ours will sell at $5 to $6.50— 
and they'll have all three. Lots of men wait- 


ing for shoes like that! Dealers too. 


SHOEMAN 


ST. LOUIS, MISSOURI 











BOOT ann SHOE 


RECORDER 


HION. DANIEL C. ROPER, Secre- 
tary of Commerce, said: 

“The money spent with retailers 
goes to pay for four major items. 
These are: Labor of the millions of 
men and women who produce and 
distribute what we consume; rent 
for the land and buildings where the 
products are grown, manufactured 
and distributed ; interest on the capi- 
tal needed to carry on the business 
of our Nation; and profits to the 
hundreds of thousands of business 
men who plan and conduct Ameri- 
can industry and trade. Roughly, 
more than half of all retail operat- 
ing expenses go directly to the ac- 


count of wages, which cannot be 
curtailed if purchasing power is to 
be maintained. Thus, in the retail 
phase of distribution, the competi- 
tive situation itself is the best as- 
surance that management will con- 
tinue to seek efficiency.” 


EDWARD BROWNSTEN of the 
Park Shoe Company, Detroit, 
Mich., says: 





“The average time of doing busi- 
ness today is about four to five 
hours and in this short time you 
have to crowd in enough business 
to pay the ever-increasing cost of 
selling, taxes, etc., and come out 
with a little profit. 

“For the investment, time, effort 
and knowledge a shoe merchant 
puts into his business today, he is 
certainly entitled to a decent return 
on his money but as long as the 
shoe industry is going to continue 
to work on penny profits and mere- 
ly talk about it, without doing any- 
thing to remedy the situation, who 
is there to say that eventually the 
top price may not be $3.95 and the 
volume price $1.95 and $2.95? 

“If retailers, manufacturers and 


(15) 


tanners of better merchandise 
would pay into a fund to be created 
for national advertising in educat- 
ing the public to make them better- 
shoe-conscious, perhaps the aver- 
age customer today and especially 
those who can afford it, would not 
always think in the terms of $2.95 
and $3.95 shoes with a top price 
of $5.” 


THE Jackson, Tenn. Sun says: 
“The man in the street, when 
asked to name America’s great in- 
dustries, would be inclined to name 
steel, automobiles, railroads, chemi- 
cals, textiles. Comparative govern- 
ment statistics convince one that 
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these are pygmies alongside of the 
colossal retail industry. Truly the 
retail business is the leading Ameri- 
can industry.” 











IMIAXWELL FIELD, the new sec- 
retary of the New England Shoe & 
Leather Association, made his radio 
debut over WORL in Boston, say- 
ing in part: 

“But how many listeners know 
that their shoe dollar buys more of 
a product than most other articles 
of clothing? The manufacture’ of 
a single shoe requires one or two 
weeks of production in a modern 
factory—is handled by over 150 in- 
dividual workers operating as many 
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different machines—and that there 
are 100 different materials used to 
make up a single shoe! 

“You might know that the shoe 
industry produced more shoes in 
the last two years, 1936 and 1937, 
than ever before in the history of 
our country—over 410 million pairs 
each year. The shoe industry, like 
the automobile and other great mass 
production industries, has made 
steady progress throughout the so- 
called depression years. Why? Be- 
cause our industry has always op- 
erated on the sound principle of 
giving the consumer the most for 
her dollar that American ingenuity 
and hard work has made possible. 
It is therefore, with pardonable 
pride that we can state publicly that 
never before has the shoe dollar pur- 
chased more shoe value. The $5.00 
shoe you buy today is the equivalent 
in workmanship and quality of 
materials to the $7.50 shoe you pur- 
chased in 1929. 

“Not only do you receive greater 
value for your shoe dollar today, 
but in the purchase of your shoes in 
a reliable shoe store or department, 
you receive the advice of experts as 
to proper fit in size and width, as 
well as in the type of last and shoe 
construction which will assure you 
of complete comfort and foot health. 
Properly fitted shoes are important 
because it determines whether your 
feet and toes, or those of your chil- 
dren, are cramped and bent, or 
whether they are straight, flexible 
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—tt takes a Fuehrer to create a 
Furore. 

—But now that the immediate war 
scare is over, let's forget arma- 
ments, diplomatic conferences, 
politics and next year's taxes for 
the moment, and give some seri- 
ous attention to business. 

—For, with threats of shattered 
cities _ pees battlefields 
postponed for a while, there's no 
reason why business shouldn't go 
bounding ahead for the balance 
of the year. 

—It got a fine start, slipped on war 
talk, but is now ready to resume 
a fast pace. 

—Inventories are low, people need 
goods, the banks are loaded with 
money and Christmas is coming. 

—So, forget yesterday's worries and 
start working for tomorrow's 
profits. 


SRE ge 


President 





and free—as they should be to make 
walking a pleasure. 

“The widest and most complete 
assortment of Fall shoes in all 
styles, colors and sizes have been 
stocked. Make your shoe pur- 
chases early.” 


eJ ACOB H. ADLER, senior mem- 
ber of the Adler Shoe family of 
New York, celebrated his 79th birth- 
day on Oct. 1 with a dinner ten- 
dered to him by his sons and daugh- 
ters at the Metropolis Club. Six 
children, with their husbands and 
wives, were there to celebrate. 

As has been Mr. Adler’s custom 
in the past, he presented each son 
and daughter with his check for $79 
at this dinner. The amount is ar- 
rived at by figuring on the basis of 
$1.00 a year since birth. 

Jacob H. Adler and his brother, 
founded the Adler Men’s Shoe 


chain 51 years ago and although 
the most active members are the 
juniors, the seniors are still in at- 
tendance every day. 


* * * 


HERBERT J. RICH of the Na- 
tional Shoe Retailers Association 
was reelected treasurer of the Re- 
tailers National Council, an execu- 
tive group with Washington head- 
quarters to serve in the coordination 





of retailing practice and principle 
with government procedure. There 
were ten national retail trade asso- 
ciations affiliated in the work of pre- 
senting the best foot foremost of all 
retailing. 
* + 

BBENJAMIN SOLNIT of Los Ange- 
les, in commenting on California re- 
tail shoe conditions, said: 

“In July we thought the world 
was coming to an end—trade was 
that slow. This steady pick-up 
which started in August Fall selling 
and that has steadily increased in 
volume, has made us all quite 
happy. Stores are selling all kinds 
of new Fall novelties, while the so- 
called staples are not moving at all. 
Lots of crepe soles are selling, re- 
gardless of the talk of this type of 
soling being dead. Barge lasts are 
excellent. Blue is the leading color, 
with the wines coming in a close 
second. These brighter, lighter new 
Fall shoes in the novelties are cer- 
tainly meeting with an excellent pub- 
lic reception. California climate is 
different this time of the year than 
elsewhere as during the September 
to November period we experience 
our real Summer, hence the great 
number of sports types that sell real 
late. These shoes, however, must be 
new, entirely different from the 
Summer styles.” 

* * * 


THE Footwear Organizer of Lon- 
don, in its September issue, says: 
“CARRYING IT TOO FAR—Why is 
it that when manufacturers try to 
improve shoe styles, perfect meth- 
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ods of construction, prevent flooding 
of their market with footwear from 
abroad, and so provide jobs for 
British shoe operatives, they should 
have to be harassed by over-zealous 
bureaucrats of the Customs service, 
intent upon enforcing ridiculously 
far-fetched interpretations of laws 
supposed to be administered sanely ? 

“The question arises in connec- 
tion with recent efforts to embody 
in British shoes all the much-lauded 
qualities possessed by those made in 
America. 

“Manufacturers here, anxious to 
uphold the prestige of their produc- 
tions, have made various arrange- 
ments under which large sums in the 
nature of royalties are paid ,to 
American houses for the right to 
use lasts, patterns, trade marks and 
processes. 

“New Customs officials are at- 
tempting to collect duties on those 
royalty payments. 

“Their argument is that if a 
manufacturer paying say £1,000 a 
year in royalties, imports a pair of 
lasts worth £1 from the firm to 
which the royalties are paid, duty is 
leviable not only on the direct value 
of the lasts, but on that value plus 
the amount of the royalties. In other 
words, instead of collecting 4s., they 
claim the right to collect £200 4s. 
This claim is based on the idea that 
the royalty is in reality an additional 
payment for the lasts. 

“So if the manufacturer, having 
imported commodities worth £1, has 
failed to declare also the royalty 
payments of £1,000 and pay duty 
on such part of the combined 
amount as the Customs in their ab- 
solute discretion may demand, he 
finds himself liable in each instance 
to a penalty of £500 or two years’ 
imprisonment with hard labour! 

“Absurd as it sounds, that seems 
to be the Customs’ idea of the law! 
And they are trying to enforce it! 
The joke is that it is a law passed 
by Parliament for the ‘protection’ 
of British industries!” 


@NE mad dream in the fantastic 
nightmare is over. The world can 
breathe again. Let us, in America, 
give thanks for our security and for 
our “stand for peace.” 


Compare, if you will, pictures in 
the newspapers of London, show. 
ing a mother trying on a gas mask 
as she holds her baby in her arms, 
the bomb-proof pit being dug for 
the King and Queen to hide in, 
large grave-like dugouts planted in 
the parks for people to jump into, 
balloon kites being flown by men 
lo ensnare airplanes in the wires, 
children and invalids being moved 
into the far country for the protec- 
tion that isolation might give. 

Then pick up the American news- 
papers and see page on page of 
beautiful women concerned with the 
uplift of the hair, the sway of their 
figure and the platform of their 
soles; baseball crowds around every 
radio; the football teams intent 


upon moving a pigskin across the 
field and all the eagernesses of 
people to go shopping, riding and 
airplaning for fun. 

Alice in Wonderland was not half 
as fantastic as “Adolph in Blunder- 
land.” 


IDR. PAUL H. NYSTROM, pro- 
fessor of marketing at Columbia 
University, at the 10th Annual Bos- 
ton Conference of Distribution, 
said: 

“The way to start real business 


activity is to help the retailer clear 
out his stocks. With his shelves 


clean he would be free to buy new 
goods from his wholesalers and 
other sources of supply. This would 
create and stimulate business all 
along the line. Indeed, if, in the 
recent clothing deal for the WPA, 
the purchases had been made from 
retailers, it would have been pos- 
sible for the retailers to buy the 
manufacturers’ surpluses and more. 
Instead, as it was handled, after the 
manufacturers had sold their sur- 
pluses to the government they found 
precisely what any child might have 
expected under the circumstances, 
that retailers’ stocks were still heavy 
and part of the little demand there 
had been before had suddenly fallen 
with a dull thud. 


“Some one with an old-fashioned 
horse-and-buggy mind is likely to 
ask how the government is going to 
pay for all these goods. We could 
pay for these purchases just as we 
are paying for other purchases for 
the WPA, the AAA and the TVA. 
Uncle Sam’s credit, despite an in- 
debtedness of nearly $40,000,000,- 
000 and the probability that it will 
go very much higher, is still good, 
and another couple of billion dol- 
lars more or less in such:a worth- 
while cause as this would scarcely 
be worth our worry.” 

We do not agree with the learned 
professor. 





“Something petite and chic, with just a dash of joie de vivre.” 
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THE pace in the styling of men’s shoes has moved so 
swiftly that today in-stock line-ups have more flash and 
color than make-up shoes had just a few years ago. 
All the new and fast-moving materials which started 
in novelty shoes are now to be found selling well in 
in-stock lines. And many of the novelty patterns have 
been forced into in-stock shelves almost over-night, 
so great has been the dealer and public demand for 
them. 

This is particularly true of the slack and barge 
patterns, both shoes which two years ago could never 
have been found even in the most advanced in-stock 
departments. 

Natural finished elks and oil-treated grains can 
hardly be interpreted as staples, and yet it is difficult 
to think that there is hardly a leather of this type in 
the high style men’s picture which cannot be bought 
from in-stock sources in suitable shoes today. Thus 
in-stock service is an essential tool in the hands of the 
merchant who is keen to feature new things, yet who 
does not like to gamble too heavily on sizes in what 
may be a “turkey”; and many of these birds are to be 
seen in bright-colored plumage, hiding in the brush 
this Fall. Not so in the in-stock shelves; and, fast- 
moving stock shoes, particularly in heavy country types 
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are an added assurance against any quick mortality 
in a type or a style. The fact that they are in-stock 
means that they are styles which will receive an even- 
keeled promotion the country over during a given 
season, and are not ear-marked for sudden demise. 


ANOTHER important development in in-stock shoe 
service is the highly customized type of street shoe 
now available in better grade merchandise, which is a 
Godsend to the merchant operating in these brackets. 
In shoes of this type are to be found the really out- 
standing patterns of the current year, as proven in 
the make-up lines of your manufacturer’s business. 
They are usually marked by extreme custom effects in 
all categories, last, leathers, detailing and finish. 

The expertness with which these shoes are styled 
and finished makes them extremely suitable merchan- 
dise for shops catering to even the most fastidious 
of men. The photgraph shows very well the accuracy 
of the custom detailing, and the wide variety of 
materials to be found in them. They would shape up 
very well, grade for grade, with the best in the array 
to be seen in make-up shoes. 

To the veteran merchandiser of men’s shoes from 

[TURN TO PAGE 39, PLEASE] 


Complete Range of Materials and 
Patterns Feature In-Stock Winter, 


Country and Street Shoes 


LEFT HAND PAGE— 


Illustrated—a group of country types suitable for cold 
weather promotion. 

Left to right. A plain toe Raglan blucher in Cordovan 
colored oil-treated calfskin. An interesting overlay on 
the quarter features a stout sole and full leather heel. 


A crepe rubber sole, and interesting lacing arrangement 
features this ski pattern in natural saddle leathers. 


The importance of natural color in a barge type shoe, 
now receiving national promotion. 


Two tones of brown are used in this interesting run- 
around pattern, a seamless plug oxford. 


RIGHT HAND PAGE— 

Four shoes show the versatility of In-Stock. Left to right. 
A plain tipped custom brogue in tan calf; a plain toe 
in black pig with heavy oil-treated sole; genuine shell 
Cordovan in a well-proportioned brogue, and an interest- 
ing full brogue featuring rather large perforations with 
very fine pinking and stitching. 

The manufacturers of the above shoes will be furnished 
on request, 
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Rubber Crepe 
Seles Outstanding 


TWO trends in children’s in-stock shoes are worth 
noting this Fall. What we might call the “family” pat- 
tern is one—the shoe that can be worn by everyone 
from little brother or sister right up to mother or dad. 
(The mother and daughter, father and son, idea of the 
ready-to-wear fashions.) The other is the walled last 
sport shoe—featured in a recent Recorper article. It 
is bulky and swagger looking and just what youngsters 


Smart Patterns 


fer All Ages 


in school and college fall for. The report is that it is 
doing big business all over the country. 

In patterns for big and little girls, women’s tailored 
and sport styles are closely followed—classic oxfords. 
spectator pumps, monk patterns, kiltie tongues and 
strap sandals, in patterns; mudguards, moccasin types. 
perforations and stitchings, in treatments. 

Black, brown and wine are leading colors in sueded 
leathers for the growing girls’ sports shoes. Llama calf 
is a newer style note, following the increased interest 
in grained leathers for women. Dressier patterns are in 
smooth calf, kid and patent for all ages. 

Elk is still the classic leather for play shoes for . 

[TURN TO PAGE 39, PLEASE] 
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FOOTBALL is more than a game— it's a Fashion Sea- 
son that finds expression in stadiums filled with the 
beautiful hues of a brilliant Autumn, and after-the-game 
gatherings for tea-dancing and dinner. And so timely, 
so universally worn are the shoes for these events that 
extensive, well-planned promotions should be included 
in the program of every store selling style shoes. Begin- 
ning in early October these nip-in-the-air styles to ac- 
company tweedy clothes will hold up interest, along with 
glamorous party slippers, until second-run shoes come 
along to command attention. 

Always popular are team pictures and school pen- 
nants. Last year Brouwer’s in Milwaukee made a big 
hit with enlarged photographs of the local schools; the 
same idea can be adapted to pictures of last year’s 
teams, with notes showing which men graduated, and 
which are likely to be on this year’s team. Also get a 
statement from the athletic directors as to their views 
regarding this year’s material and possibilities. While 
football should not be made more important than shoes, 
among the local students active interest in their affairs 
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PROMOTION 
IDEAS for 











A golden tan background panel, 
brown lettering, Fall leaves. Be- 
fore it the goal posits in white with 

a football attached to the bar. 








begets interest in you. A promotion of this type can 
include a folder giving the schedules of games. A book- 
let sent to me by a men’s store, also includes a review 
of coaches by a local newspaper sports-writer, rules of 
the game, penalties, rule changes, and other interesting 
information, along with the store’s ads. A booklet of 
this sort, size 714 x 4 inches, offers splendid opportun- 
ity for a tie-up of lasting interest when combined with 
a display of pictures and information in the store and 
windows that will bring the students of the community 
to your store—but—be sure there’s plenty of shoe inter- 
est and information along with the other; don’t lose 
sight of the main issue for a minute. 


AN idea used by another store to dramatize alligator 
with tweeds can be adapted to the promotion of “foot- 
ball styles.” Panels of ply-wood are cut in the shape 
of an artist’s palette, with a brace or easel for each, 
these being in different heights to facilitate grouping. 
Through the hole in each palette is passed a piece of 
tweed or other popular fabric for spectator sports wear 
-——each costume color of the season being represented. 
On each palette are grouped appropriate shoes—suit- 
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The Football Season Offers Opportunities for Increasing 


the Interest of the Younger Set in Your Store. 
Offset That Mid-Season 


Planned Promotions Willi 


Well- 
Lag 


the FOOTBALL SEASON 


by KR. K. ANDRUSS 


For accessories—goal posts of 
dowel sticks, set in a round block 
of wood—all white. 


able in both style and color. Use a few pennants, a 
football and a card: Step Smartly Into The Stadium 
in Football Fashions From (Store Name). After ap- 
pearing in the window, such a setting can be used to 
good advantage in the store. 

Blotting paper football cutouts in various costume 
colors, with the seams and lacings marked in with col- 
ored chalk in a deeper tone than the “football,” can be 
used to set off individual pairs of shoes in the correct 
color. Another effective, simple trim is to line the bot- 
tom of the showcase with glossy orange colored paper. 
spotting individual pairs of shoes on football cutouts 
of brown blotting paper, mounted on ply-wood, and 
resting against miniature goal posts made of small 
dowel sticks painted white. Get the dowel sticks at the 
hardware store. 


COLORED pennants can also be cut from glazed or 
suede-surfaced papers. Using one letter instead of 
the entire school name saves a lot of work. When the 
pennants are to be used flat against the background, 
the broad end may be finished off with a “ribbon” cut 


Beribboned megaphone holding a bunch 

of branches with Fall leaves in various 

colors set against a pennant from one of 
the local schools. 


from the same paper as the letter. A group of these 
paper pennants may be arranged to spell out display 
captions, such as “FOOTBALL FASHIONS.” Done in 
costume and shoe colors, against a tan background, with 
paper chrysanthemums in natural shades and brown 


plateaus for the shoes, the effect will be good. 


WITH so much color being used in backgrounds, both 
in windows and interior settings, it is a good thing to 
remember to use temporary background panels of Upson 
board cut to fit together, that can be painted any desired 
color and placed over the permanent background. This 
is also an excellent way to set off a section of the 
window. For example, if you want to make your Foot- 
ball Footwear display stand out using only the center 
third of the window, use the temporary panels placed 
before the permanent background and painted a deeper 
shade of tan than your regular Fall background. With. 
additional panels laid on the floor, the color can be 
carried right out to the window glass, thus making three 
distinct sections to the window without using clumsy 

dividers. 
Very smart and easy to install is a diamond-shaped 
plaque with beveled edges painted in school colors, one 
[TURN TO PAGE 32, PLEASE} 
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THE storm is over and the calm that follows is a 
glorious compliment to the peace-makers. Never in our 
lifetime, yours and mine, was there a world-week com- 
parable to the one ending October 1, in dramatic in- 
tensity. We all actually lived, heard with our own ears 
and saw in immediate pictures transmitted by radio, the 
actors and their actions and we could see, hear and feel 
the events leading to war or peace. 

The feeling of relief has had a salutary effect upon 
the uplift of all civilization. We are not back where we 
were before the crisis—but far ahead. The world has 
taken a breather that will be of tremendous significance 
in the daily actions of men and nations for months, and 
possibly years, ahead. This is no lull in the sense of 
dumping us back into the mess that the entire world 
was in prior to the momentous week. October 1 will 
go down in history as a point of significant change—for 
a peace that comes after a mental storm is better for all 
than a peace that comes after war—desolation, disease 
and disaster. 

We could sense in one day’s contact with consumers 
in the stores of New York that a change for the better 
has come in the American viewpoint as well as the view- 
point of peoples in every other land. The battle of 
business goes on but it is tempered a bit by the world 
experience that arbitration is more powerful than 
conflict. 

Some one said: “Business is such clean fun”—with 
all the hidden bitterness beneath those words. We have 
no illusions about the competitive spirit in business 
but we do sense, since this cataclysmic crisis, that the 
very mood of men in conflict over a business practice 
will be a little more tolerant of arbitration as against 
lawsuit, or the continuing malice that can be so irritat- 
ing between two parties of a controversy. 

We had occasion, also, on October 1, to hear a labor 
leader speak frankly and freely on the necessity for a 
more tolerant attitude toward management and capital. 
He said: “These retail stores are not making money 
and that’s bad. I have reason to believe that nearly 
every one of them is in red ink for the year’s showing. 





New a Need for Friendship for Profit 


By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


Reliable statistics indicate that 84c. out of every $1.00 
goes into wages in shoes between the hide and the fitting 
stool. We, as workers, have been pretty well off all 
things considered, this year; and I for one say—‘Let 
us have peace.” That was indeed a refreshing view- 
point and an indication that the human situation is 
changing—perhaps for the better, perhaps for a little 
time. 

This labor leader touched on one subject that needs 
further comment. Why is it that retail business and 
all business is in a conditién where profit is almost 
impossible? When a popular store finds that its net 
profit (wages for the stockholders) represented a sum 
that was actually less than 34c. a week per employee. 

The proprietor told the labor leader that by taking 
the profits of the last five years and distributing them 
to the employees, it would be less than 34c. a week per 
worker. 

So we come to this conclusion. If the men in busi- 
ness will be a little more tolerant of a profit for the 
men from whom they buy, perhaps in turn the public 
will actually be better off in paying the right price for 
the right goods at the right time—for it isn’t the ulti- 
mate price that is making business unprofitable. It’s 
the waste in quick changes for competitive advantage, 
the spirit of “beat the other fellow at all costs,” the 
pressure of the buyer, and the everlasting jealousy that 
makes two neighbors in the same street bitter business 
enemies. 

We may not have war on the battlefield but, as we are 
now going, we will have no peace in business until we 
have done one thing—permitted living business to con- 
tinue to live. Some little profit must be in it for all 
component parts of modern civilization. 

We have tried to swing the mood of peace into a 
business channel for after all, we all live by business. 
Even the school teacher and the politician exist because 
of the transactions of business, small and large. We 
have the makings of a good business period for the 
next three months at least—it could be better with 
more “friendships for profit.” 
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presenting the N CM 
ACROBAT and BALANCER SHOES 


featuring 


A sensational advance 


_in Juvenile shoemaking 
What does it do? 


the 


What is the Equalizer? 


The EQUALIZER is an entirely new type 
of sole. It is an improved, simplified Welt 
construction without channel gutters, that 
has a smooth shock absorbing insole which 
stays put for the life of the shoe. Patented 


The EQUALIZER gives startling results— 
remarkable comfort, equalized sole pres- 
sure, 10% to 30% greater protection for 
the feet. As easy to repair as an ordinary 
Goodyear Welt. Because it simplifies con- 


struction, the Equalizer makes possible all 


resilient filler stays flat and in place—can- 
these extra advantages at popular prices. 


not get lumpy. No loose insoles or linings. 


EXCLUSIVE DEALERSHIP 
for these POPULAR PRICED lines 


In the new Acrobat and Balancer Shoes you can take for granted all the features you expect 
in a first-quality children’s shoe. They are all there—quality materials, finest workman- 
ship, correct lasts, up-to-the-minute styles. You also get a big PLUS value, — the new 
EQUALIZER SOLE! The ACROBAT exclusive Dealer Franchise is an opportunity it will 
pay you to investigate! Here’s a line that will develop some real store traffic and build up 
a splendid repeat business. “It’s a circus to sell Acrobats”—and nowhere else can you get 
what Acrobat can give you. 


ACROBAT SHOES 
Sizes 84-12%, 13-4 
Priced to retail profitably 
at $3.00 and $3.50 


GENUINE 
en BALANCER SHOES 
EQUALIZER Sizes 2-6, 64 -8 


Priced to retail profitably 
at $2.50 


IMPROVED WELT SHOES 


Write or wire for representative 


20th CENTURY SHOE CORP. finnesora 
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THE 
RECORDER 
CANDID COMMENTATOR 





Herman Delman presents Grover Whalen, head of the 
New York World's Fair, 1939, Inc., with a pair of eve- 
ning slippers created by Delman and inspired by the 
theme of the W orld’s Fair, at the cocktail party which 
marked the official opening of the enlarged Delman 
salon at Bergdorf-Goodman, New York. Constructed 
with a heavy wedge sole, the slippers are made of 
white satin and are embroidered with the crests of 
many of the nations to exhibit at the Fair. 


Pioneer shoemaking, as practiced in Salem, Mass., 300 
years ago, is demonstrated by Fred Turcotte, Peter 
Vallone and Miss Rita Turcotte. In 1629, Thomas 
Beard, the first American shoemaker of record, landed 
in Salem and proceeded to start American shoemaking 
on its career. This demonstration took place in Pioneer 
Village, near where Thomas Beard landed. 


Clarence Faflik, prominent Cleveland shoe retailer and former 

president of the Ohio Shoe Retailers’ Assn., rides the range 

with his wife, on the ranch near New Castle, Colo., where the 
Fafliks spent the month of August. 


pnt Bini of Marott’s, is manager 
ning team. 


The Stone Shoe Company, Lakewood, Ohio, sponsored 

@ Class B team in the Lakewood municipal baseball 

league. The team was right up at the top when the 
season ended. 





BOOT anv SHOE RECORDER, October 8, 1938 


FOR EXTRA VALUE « QUICK SALES - 


FASTER TURNOVER - POPULAR PRICES « BETTER PROFITS 





LIGHT TREAD is America's fastest 
growing line of canvas footwear be- 
cause of the extra value we have put 
into each pair through controlled pro- 
duction facilities. We weave our own 
ducking in our own cotton mill where 
only long cotton staple of unusual 
tensile strength is used. We com- 
pound our own rubber parts in our 
Light Tread rubber plant where, with 
proven formulas, we use nothing but 
the finest of materials. Light Treads 
are more durable because the rubber 
is tested for wear, oxidation and flex- 
ibility. Our lasts are designed by our 
experts who have had years of ex- 
perience in modeling lasts for leather 
shoes. Thus the pear-shaped heels 
and curved backs of Light Treads as- 
sure a fitting quality unusual in canvas 
shoes. 


W's cow. _It'e bet. The pxgee te lowmtbe Light Treads are easy to sell. They 
No. 34I—White Bleached Duck, Pig-skia de- tell a convincing story of their own. 


rown Saddle, Sanitary Insole, S 
Hael and Arch Support. Men's 6, to 12. Full Once on the feet with their outstand- 
freight allowance on orders for 8 dozen or : ; , 
more, Terms 4 days net. Attractive quan- ing features explained, the sale is 
ae made. Swing into Light Treads. They 


will swell your profits. 





—_ 375—White Duck 
305—White Bleached Duck 376—Black Duck 
Women's 2'/, to ? 377—Brown Duck 
Misses’ 6 to 12 378@—Blue Duck 
Sanitary Insole. Heeled Oxford—Creped Sole— 
Sanitary Insole. 


Women's 2'/, to ? 


BRANCH OF INTERNATIONAL SHOE COMPANY @ SAINT LOUIS, MISSOURI 
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Follow-Ups Bring Five Per Cent 
Returns... 


W HEN a customer makes a purchase in the men’s 
shoe department at the H. C. Capwell store in 
Oakland, Calif., the salesman, after making out the 
* tag, says: “Now, if we may have your address... .” 
And without waiting for the customer to reply, he adds: 
“We run an occasional sale. And we are always get- 
ting in new styles. We like to keep our customers 
informed about these things, so that they may take 
advantage of any bargains we may have.” 

Almost without exception, the customer complies 
with the request. The information given is tabulated 
on a card, as is the size, color, style, and name of the 
manufacturer of the shoes that have been sold. The 
date of sale is also listed, and the cost of the shoes, 
and their retail selling price. 

This latter information serves as a check on the 
customer’s preferences, and also as a record of the 
transaction, so that if he should return some months 
hence and complain that the shoes haven’t given him F. HANSEN 
proper wear, the salesman may check back through Manager of Shoe Department 
the files and ascertain the date of sale. In this way at H. C. Capwell 
any possibility of a customer slipping something over Steve Oeitend, Caljerate 
on the department is obviated. If he has a legitimate 
complaint, as sometimes happens, a satisfactory adjust- [Low an Oakland, Calif., Store Maintains 
ment is made. 

The protection thus afforded is but a minor part of a Constant Record of Customers and 
the value of such listing to the department. Its tee Their Purchases Which Proves Invaluable 
purpose is to serve as a future business-getter. To : ‘ ; cs a 
list of actual customers of the department, are added -- ** Direct Mail Solicitation, Adjustment of 

[TURN TO PACE 32, PLEASE] Complaints and in Various Other Ways 
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N.S.R.A. Issues Analysis of 1937 | 


Retail Operations 


THE National Shoe Retailers Association has issued 
its Analysis of Operating and Merchandising Experience 
for 1937, figures for which were compiled for the asso- 
ciation by the Research and Statistical Division of 
Dun & Bradstreet, Inc. The Analysis is published in the 
form of an attractive book of 36 pages, with numerous 


charts and tables, and the information given is much | 


more comprehensive than that included in last year’s 
book. The figures are also based on reports from a 
much larger number of retailers, including many more 
shoe stores of average and smaller size. 

Despite the fact that the recession made its appear- 
ance during the latter months of 1937, the year’s profit 
showing in the retail shoe business was favorable, with 
an average net profit of 4.4 per cent on sales for the 
group of leased shoe departments included in the 
Analysis; 3.5 per cent on the group of single, inde- 
pendent shoe stores, and 1.6 per cent on multiple stores, 


which did not include chains but referred to groups 


consisting of four stores or less, owned and operated 
by a single concern. 

A different approach to the subject of retail shoe 
profits is made in this year’s Analysis, which divides 
the reporting concerns into three groups, according 
to their profit showing, namely, losing concerns, sur- 
viving concerns and successful concerns. In this con- 
nection the report says: “Although it is common cus- 
tom to classify a business enterprise among the sheep 


or the goats, according to whether or not it makes a | 


profit, logically there are three groups. First, the losing 
enterprise will inevitably disappear unless sales can be 
boosted or the drag of expenses lightened. before re- 
serves are exhausted. Second, many another enter- 
prise can keep afloat indefinitely, furnishing a living 
and a small profit to its owner. His store is indis- 
pensable to him and an asset to the community, even 


though it might not appeal to a canny investor's eye. | 


Third and topmost is the type of enterprise earning 
net profits at a rate which, after paying the owner a 
normal salary, offers an attractive return on the net 
worth or investment in the business.” 


In addition to the chapter devoted to the analysis | 
of profits, there are other chapters on Merchandising, | 
Expense Control, Advertising and Selling, and Trends | 


in the Retail Shoe Trade. This last named chapter 
covers such subjects as seasonal fluctuations in sales by 
regions, trends of independent shoe retailers’ sales and 
inventories according to sales volume groups, com- 


parison of sales and inventory trends as between chains | 
and independents, shoe manufacturing trends and the | 


trend of operating ratios in identical stores. 
Included with the book are blank work sheets by 


which the individual merchant can chart his own oper- | 


ating costs, such as rent, light and heat, depreciation, 
[TURN TO PAGE 34, PLEASE] 

















iB shot with a 
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SENSATIONALLY PRICED 
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Follow-Ups Bring Five 
Per Cent Returns 


[CONTINUED FROM PAGE 30] 


the names and addresses of persons 
buying clothes in the men’s suit depart- 
ment. The later is compiled each day, 
and kept separate from the regular list 
of shoe customers. 

Persons on the two lists are contacted 
by post card on the average of once 
every three months, and sometimes 
more often if a sale is held, or if a 
new line of stock is received. Shoe 
customers are informed of new lines 
received in the make they are wearing, 
and of outstanding values to be had. 
Suit customers are asked to visit the 
department and to assure themselves of 
the varied stock on hand and of the 
reasonable prices prevailing. 

This solicitation is kept up over a 
period of twelve months. Those who 
fail to respond during that time, are 
dropped from the list. In the year just 
closed, F. Hansen, manager of the 
department, says he returns approxi- 
mate five per cent. They may exceed 
this figure, and probably do, as the 
only means of checking is mention of 
the post card by customers. About 
half of the sales realized have been 
to persons who previously had bought 
shoes from the department. 

The cost of this type of solicitation 
is negligible, according to Mr. Hansen. 
“It’s only a few minutes’ work each 
day to add new names to our card 
file,” he explained. “And it doesn’t take 
long to write out the little we want to 
say on a card. The cost of printing 
the cards is small, as this work is done 
on a multigraph machine. The only 
major item is the cost of the post 
cards.” 

The totals realized from this outside 
solicitation, are added to by suggestive 
selling within the department. “When 
we sell a pair of shoes,” Mr. Hansen 
explained, “we always make it a point 
after the sale is concluded, to show the 
customer his size in the newest thing 
in slippers; or the kind of slipper we 
think will appeal to him. 

“We simply show him the slipper 
and say, ‘Here’s something nice.’ He 
usually agrees, and we suggest that he 
slip it on. He does as a rule. And in 
one case out of ten he'll buy. This 
bit of salesmanship has enabled us to 
boost our sales of slippers consider- 
ably.” 


To Participate at World’s Fair 


MANCHESTER, N. H.—It has been an- 
nounced that the Girls’ Drill Team of 
the J. F. McElwain Shoe Co. of this 
city, one of the best women’s marching 
units in New England, will participate 
in the national drill team contest at the 
World’s Fair in New York next June. 

The group, consisting of 21 members, 
captained by Eva McCarvill, recently 
captured all the first prizes in competi- 
tion with teams from other sections of 
the country, in Plattsburg, N. Y. 
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2875 Brown British Grain 


Natural Plantation Ribbed Crepe Sole and Heel 
A 8-12, B 7-12, C 6-12, D 6-12 . ° 
TERMS —5% 30 Days —F.O.B. St. Louis 


$3.25 


Greatly increased factory production now makes 
it possible for us to promise fast In-stock service 
on Slacks beginning October 20. 

All back orders should be cleared-up by that date. 
If you are not cashing-in on the tremendous pro- 
motional possibilties of this sensational year- 
round Winthrop shoe you are missing something. 


WINTHROP SHOE COMPANY 
DIVISION OF INTERNATIONAL SHOE CO. 





MISSOURI 








Promotion Ideas 
[CONTINUED FROM PAGE 25] 


on the main surface and the other on 
the edges. On the panel is a large 
cluster of Fall foliage, a megaphone, a 
couple of pennants, and one or two 
chrysthanthemums, all tied with rib- 
bons in school colors. This is simply 
hung up. 

For your showcards and ad-headings, 
the following suggestions: 

Shoes that will go to games and hold 
their lines. 

Shoes as bright as pennants, as stim- 
ulating as a cheer. 

Stadiums will be more colorful than 


ever. 


Our football fashion line-up. 

Warm enough for windy stadiums. 

New in detail, but retaining classic 
simplicity. 

Point-scoring styles for the football 
season. 

Buoyant, youthful styles for hours of 
glamorous gaiety. 

Newest trends for accessory smart- 
ness. 

Styled with swank and swagger for 
your smart spectator costumes. 

Casual, clever, crisp—all that a sport 
shoe should be. 

Tailored classics with tireless fit. 

Keen as exhilarating Autumn days. 

Shoes that score in the grandstand. 

To wear with spicy Autumn cos- 
tumes. 
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Platform soles and the new spindle 
heels were featured in this striking 
advertisement by Andrew Geller, 
New York, which proclaizas the ad- 
vent of Surrealism in style. 


IN a season that offers such an un- 
usual number of exciting innova- 
tions in shoes, it isn’t in the least 
surprising to find shoe stores that 
go in for high style footwear, focus- 
ing their advertising and promo- 
tional efforts almost entirely on 
these novel and interesting fashion 
developments. As a matter of fact 
a good many of the other stores, 
that seldom make it a practice to 
play the fast styles, are talking style 
in their advertising this season, and 
almost to the exclusion of the other 
sales arguments on which some of 
them have been accustomed to rely 
in the past. 

Retailers, apparently, have 
reached the conclusion that cus- 
tomers take such things as quality 
and good fitting in shoes pretty 
much for granted. They expect 


What’s New in Shoe Ads 


Courrent Trends in Copy and Treatment 


these things in any shoes they buy, 
and consequently they regard other 
points, such as style and appear- 
ance, as supremely important fac- 
tors which not infrequently may 
have a determining influence on 
their decision. Moreover, style plays 
its part today, not only in shoes for 
the well-dressed and discriminating 
feminine customer, but for men, 
women and children of all classes. 
And this is true, not only in the big 


metropolitan centers, but in prac- 
tically every section of the country. 

Naturally style is the predomi- 
nating note in the advertising of 
Fifth Avenue shoe stores, in New 
York, and so we find firms like 
Andrew Geller featuring such de- 
velopments as platform soles, spin- 
dle heels and quilted effects in a 
single ad. “Gone are the prosaic 
days,” this shoe house proclaims 
to its public. “Surrealism is lifting 
fashion out of the doldrums. And 
now comes Andrew Geller with 
‘Puffs’—spindle-heel shoes with the 
puff-on-puff look and lightness of 
an eiderdown quilt. A ‘crazy’ idea! 
But so were Chink lasts, open tees 
and platform soles when they were 
first shown. And wait till you see 
these ‘Puffs’ on the Avenue in all 


shades of suede and calf.” 


Looking over a selection of ad 
clippings from leading stores of the 
Southwest, one finds stores like 
Krupp & Tuffly, of Houston, fea- 
turing style in ads devoted chil- 
dren’s and juvenile shoes, as well 
as in the men’s and women’s de- 
partments. In the last named cate- 
gory, sandal types, camisole tops 
and elastic shoes form the features 
of individual advertisements, while 

[TURN TO PAGE 45, PLEASE] 


Importance of accessories, particu- 
larly handbags and hosiery, is re- 
flected in ad at the left by Gude, 
Los Angeles. Promotion responded 
quickly to war excitement, as seen 


in Miller at below. 








BOOT anv SHOE RECORDER, October 8, 1938 


BUT HURRY the supply is limited 


Shoe Dealers! Add to your sale 
of genuine Kangaroo shoes. § While the 
supply lasts, the Kangaroo Association, 9th and 
Westmoreland Streets, Philadelphia, Penna., will send 
you, absolutely free, a handsome Pyra Glass Counter Sign, 
as illustrated. These signs are seven inches wide by five inches 
in height. § Build your sales with this reminder sign. Send the 
name of the shoe manufacturer from whom you purchase your 
Kangaroo shoes and the sign is yours gratis. Write for it today. 


GENUINE Xesegaeoo TANNED IN AMERICA 
& f SURPASS LEATHER COMPANY 
7 





















€é RICHARD YOUNG COMPANY 

ZIEGEL EISMAN COMPANY. 
Lack of Funds Delays Wage 
and Hour Law Functioning 


Wasnincton—Lack of funds will prevent the new 
wage-hour set-up from getting into full swing until 
Congress appropriates additional money, Administra- 
tor Andrews said last week. 

The agency has $350,000 but this is considered in- 
adequate for more than four or five industry committees 
which are expected to be functioning by Jan. 1. On 
that basis industries not having industry committees to 
recommend higher minimum wages are required under 
the law to pay only the bare minimum of 25 cents an 
hour after the Act’s effective date, Oct. 24. 

Although Mr. Andrews has received requests fiom 
members of the boot and shoe manufacturing industry 
for action in getting minimum wages under way, an 
industry committee, according to present plans, will not 
be named until sometime next year. Expressions of 
willingness to cooperate with the Administrator have 
been received from individuals in the shoe industry, 
Mr. Andrews said. 

Calvert Magruder, Harvard Law School professor 
and former NLRB counsel, has been named general 
counsel and is currently engaged in compiling a list of 
industries which he feels definitely are included under 
the wage-hour law. Members of industries who disagree 
with the classification, of course, have recourse to the 


courts but borderline industries will not be included on 
the list. Administrator Andrews expressed hope that 
members in this latter category will comply with pro- 
visions of the law pending the date their status is 
definitely determined. 

For the time being, appointment of additional indus- 
try committees has been relegated to the background 
and wage-hour officials are concentrating on the formu- 
lation of interpretations, rules and regulations con- 
sidered essential before the Act becomes effective. 





N.S. R. A. Issues Analysis of 1937 
Retail Operations 


[CONTINUED FROM PAGE 31] 


taxes and insurance, advertising, office expense, salaries 
and wages, etc., in such a form that it can be readily 
compared with the average figures for stores of the same 
class, as contained in the book. A similar work sheet 
is included for merchandising information, such as in- 
ventories, purchases, cost of goods sold, gross margin, 
inventory turnover, etc. 

From cover to cover, the analysis is filled with facts 
and figures of interest and practical value to retail shoe 
merchants, and also to manufacturers, wholesalers and 
others who are interested in shoe distribution. Copies 
are obtainable at $1.00 each by writing National Shoe 
Retailers Association, 274 Madison Avenue, New York, 
N. Y. 
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Sales of Independent Shoe Stores in August 


Current Statistical Service, Bureau of Foreign & Domestic 


Commerce 


Sales Reported 


A. 





Number 
of Firms 


Percentage Change 
From 
Aug., 
1937 


Thousands of Dollars 
From 
July, 
1938 


Aug., 
1937 


July, 


Aug., 
1938 


1938 


Number of Firms Showing 
Change in Sales 
Pee 


Aug., 1937 From July, 1938 





Increase 
Decrease 
Less than 
1% Change 
Increase 
Decrease 
Less than 
1% Change 





Middle Atlantic 
New Jersey 
New York 





East North Centra/.... 
Illinois ; 








South Carolina .... 
Virginia 
West Virginia 





East South Central 
me 





159.0 


100.0 





154.8 
66.9 
27.1 

27.7 





670.9 
538.6 

50.4 
81.9 





1770.9 





Total adjusted for the 
number of working 


122.0 
22.8 
148.6 





* Insufficient data. 





Store Observes 25th 


Anniversary 

Wausau, Wis.—Porath & Schlaefer, 
shoe retailers here, recently celebrated 
their 25th anniversary with a special 
anniversary sale. Four different page 
ads were run on four consecutive days 
in the local newspaper, and a mailing 
piece containing reprints of these ads 
was sent to out-of-town patrons. 


The Wausau Daily Recorder-Herald 
cooperated with the store by giving it 
a news story in the issue in which the 
first ad appeared. This writeup ex- 
plained the changes in the shoe busi- 
ness which have taken place within the 
past twenty-five years, and described 
the complete collection, on exhibit at 
the Porath & Schlaefer store, of styles 
of the different periods within those 
twenty-five years. This collection, 


which was made up of styles taken 
from time to time from the running 
stock of the store, is a very interesting 
one, and includes high-button shoes for 
men, wood-pegged soles, pointed, high- 
laced women’s shoes, as well as many 
other styles which were popular at one 
time or another. 

During the special anniversary sale 
gifts were given to all customers mak- 
ing a purchase at the store. 

































MEN'S PADDED SOLE MULE 






3020 
MEN'S PADDED SOLE OPERA 
illustrated are two styles of men's padded 
sole slippers in the Footgluv line, which 
includes uppers of calf, kidskin, veal and 
Sterling colt. 

Linings are of kid leather, moire, Scotch 
plaids, Medoline or sateen. 

Trimmings include throat piping, perfora- 
tion, and all-over vamp punching. 
Stocked in all authentic colors and shades. 
Men's slippers to retail from $2.00 to 
$4.50. 


Consumer acceptance of Footgluv slip- 
pers is constantly increasing. 


ASK FOR OUR NEW “VOLUME 
( 38" CATALOG — illustrating 


our complete line of. men's, 
women's and children's ty 














SWAN SHOE COMPANY 


STREET 








AARYLAN 
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Style Trends in Best Sellers from Stock 


which gives it the name of an old- 
fashioned corset cover. One manufac- 
turer sees its popularity as part of the 
“Romantic Revival” in fashions. The 
ribbon is usually of grosgrain—also 
fitting well into the general fashion 
interest in this and other ribbed weaves 
in dresses. Sometimes calf or patent 
are used instead against a contrasting 
leather surface, usually suede. 

Combination of contrasting surfaces 
is the outstanding treatment in this 
season’s best sellers. Suede is the lead- 
ing material for all types of shoes, and 
it is combined with calf, kid, patent 
and reptile—genuine or calf print. The 
contrasting leather may be only a nar- 
row piping or binding, or it may—less 
frequently—be used for half the shoe 
area. Reptile trims have become in- 
creasingly popular for dressier as well 
as spectator sport types. 

After suedes and sueded calf, smooth 
calf is the biggest item. Then kid, 
chiefly mat, llama calf and then some 
all-over reptile, and a little patent in 
the classic opera pump. (The season 
for fabrics has not begun.) 

The newest areas for contrasting 
trimming are, of course, the sole and 
heel. Although platforms are to be 
found in a number of in-stock lines, 
they are not as popular as might be 
expected from recent reports of sales 
in all parts of the country. It is evi- 





Merchandise Sources 
For Shoes on Pages 18-19 


2. Llama calf in a type of casual softie that 
is growing in popularity. The plaid laces 
are youthful and smart. Stetson. 

2. The vogue for reptiles in tailored and 
sport patterns is well illustrated in this 
trim little stepin. Brown. 


3. Contrasting color in the lacings and plat- 
form sole of this tailored pattern from 
Invinc Drew. 


4. Braiding and smooth calf strips trim 
this suede oxford. The built-up leather 
heel is a smart style note. Natura Baince. 


5. Ilustrating the popular use of contrast- 
ing materials in this smooth and suede 
calf stepin with grosgrain trim from Fuiep- 
MAN SHELBY. 

6. Dainty kid stepin with popular scal 
loped line and pinhole perforations. Enpt- 
COTT-JOHNSON. 


7. The classic untrimmed pump shown 

here with a throat goring (the “Tango”) 

as manufactured by Braver Bros. in calf, 

a a 
‘own. 


8. Dainty suede pump with patent bow and 
binding. Queen Quatrry. 


9. The camisole treatment in a smart suede 
stepin with mesh goring. The ribbon is 
grosgrain. Watx-Over. 


10. Another camisole in a suede stepin 
simulating an oxford. Vrrautry. 


[CONTINUED FROM PAGE 18] 





dent that manufacturers still consider 
them somewhat of an experiment and 
are not quite sure how far Mrs. Aver- 
age Woman will go in sponsoring them. 
I had this opinion from a style house 
with a nation-wide market. But this 
does not mean that platforms are not 
one of the leading style trends of the 
season and that manufacturers are not 
putting them in their in-stock lines. 
Only that final judgment is being re- 
served. Fancy heels—except the Dutch 
Boy—are still limited to make-up de- 
partments. 

The other revolutionary trend in this 
season’s shoes is, of course, the elas- 
ticized treatment. Manufacturers with 
in-stock departments are also watching 
this trend carefully. In a few cases, 
they have already put shoes of elas- 
ticized leather in stock. Others will 
probably follow suit. It is too early to 
predict accurately, but the importance 
of the molded shoe with goring adjust- 
ment in the present in-stock patterns 
shows the direction of popular taste. 

Color plays a leading part in best 
selling patterns. Although black still 
takes more than 50 per cent, and brown 
is second choice in many lines, a third 
color, Chianti Wine, has come up to 
third, and even second, place with some 
manufacturers. Rust and blue follow. 
One style manufacturer reports a de- 
mand for blue—“any shade”—from all 
parts of the country. Another manu- 
facturer reports a big business on their 
promotion color, Indo Tan, a reddish 
brown which blends or contrasts effec- 
tively with the new ready-to-wear 
fabrics. The brown with red cast has, 
of course, been a leading color idea this 
Fall. The most popular use of color 
contrast is in the platform sole. Gen- 
erally speaking, surface, not color, con- 
trast is the important trimming note. 

As to lasts and heels. The round toe 
and full last continue. Square toes and 
heels are included in the in-stock de- 
partments of most manufacturers in 
walking types. The walled last has not 
been adopted except in definitely sport 
patterns of the “barge” type. Soft toes 
continue to be very popular in softly 
tailored and sport types. 

Average heel heights for tailored 
shoes range between 16/8 and 18/8’s. 
For dressy shoes they go up to 20/8. 





Rowell to Manage Jay’s 


MONTGOMERY, ALA. — Jay’s Shoe 
Store, 28 Dexter Avenue, has appointed 
Fleming Rowell, one of the most ex- 
perienced shoe men in Alabama, as 
manager of the ladies’ shoe department. 
The store has just added the Walk- 
Over line to its stock. 

Mr. Rowell was formerly connected 
with one of Montgomery’s leading de- 
partment stores and previous to that, 
with the Rowell Shoe Company in 
Selma for 14 years. 











a 


aso 


SRSPSmOs 





3 


na =e Ss 


BOOT anv SHOE RECORDER, October 8, 1938 


THIS WEEK IN THE 


SHOE TRADE 


Saturday. Octeber 8, 1938 


Natienal News 





Guild Sets Dates for Spring Showing 





Shoe Fashion Guild to Have Joint Opening on November 14, 
15, 16, with Members Showing Lines at Various 
Showrooms Instead of at One Hotel 


New Yorxk—The Shoe Fashion Guild 
of America has set November 14, 15 
and 16 as the dates for their showing 
of Spring shoes. Unlike their past 
several showings at which all members 
exhibited their lines under one roof, 
the affair this year will be a simul- 
taneous showing of their members lines 
on the joint opening date of Monday, 
November 14, at various showrooms 
and hotel rooms of the members. This 
move is a reversion to the original form 
of Guild openings but it was felt by the 
manufacturers that this type of show- 
ing would be more conducive to the 
writing of business as it would do away 
with many of the interruptions of a 
joint showing. It was also felt that 
the move will make it possible for the 
manufacturer to show more of his new 
ideas without fear of having them 
stolen since he will be operating in his 
own showroom and thus be able to 
control the flow of visitors. It was 
brought out that this type of showing 
will be much more feasible at the time 
of the New York World’s Fair when 
hotel space will be at a premium. 

The first two days of the opening 
will be devoted to the showings of lines. 
On Wednesday, November 16, the Shoe 
Fashion Guild will hold an elaborate 
luncheon and footwear fashion prome- 
nade in the Grand Ballroom of the Bilt- 
more hotel under the supervision of one 
of the country’s foremost fashion com- 
mentators. 

The products of the manufacturer 
members of the Guild will be displayed 


on living models, dressed for every oc- 
casion with coordinated accessories and 
costumes to enhance the beauty and to 
bring out the fashion importance of the 
footwear displayed, as well as to give 
the member guests the advantage of 
this valuable costuming information. 

Access to this luncheon and fashion 
showing will be granted only to regular 
retailers of Guild members’ merchan- 
dise and only two executives from each 
retail outlet will be invited. In addi- 
tion to this, the Guild will invite an 
exclusive group of press representa- 
tives. 

George Miller, of I. Miller & Sons, 
will be chairman of the luncheon and 
fashion show which, besides its fashion 
presentation, will include an outstand- 
ing retailer of high style footwear as 
a featured speaker. 


W. C. Johnston Promoted 


Fort WortH, Tex.—Walter C. John- 
ston, who was manager and buyer for 
the children’s shoe department of 
Washer Bros. Department Store at 
Eighth and Main Streets, has been pro- 
moted to advertising and sales promo- 
tion manager for this store, succeeding 
Harry T. Floyd, now connected with 
the advertising department of the In- 
terwoven Hosiery Company. Before 
coming to Fort Worth in 1929, Mr. 
Johnston was manager of the shoe de- 
partment of Henry Giddens Clothing 
Company in Tampa, Fla. 


August Shoe Production 
Continues Rise 





PRODUCTION OF BOOTS, SHOES, AND 
SLIPPERS, OTHER THAN RUBBER 












































Washington, D. C.—Total shoe produc- 
tion for August, 1938, according to the 
latest figures released by the Bureau of the 
Census, Department of Commerce, shows an 
increase of 36.3 per cent over July, 1938, 
and of 7.7 per cent over August, 1937. Total 
shoe production for the period from Jan- 
uary through August this year, shows a de- 
cline of 17.7 per cent from the correspond- 
ing period in 1937. 

In August, production of men’s dress 
shoes showed a gain of 2,228,626 pairs from 
July, 1938, and of 707,803 pairs over the 
corresponding month last year. In like 
manner, men’s work shoes showed a gain 
of 1,581,281 and 481,193 pairs; women’s 
shoes, a gain of 4,774,253 and 1,037,348 
pairs; youths’ and boys’ shoes, a gain of 
516,104 and 338472 pairs; misses’ and 
children’s shoes, a gain of 662,221 and 
799,496 pairs, and infants’ shoes, a gain of 
224,782 pairs over July, 1938, but a decline 
of 100,886 pairs August, 1937. 




















Fred K. Moncur Joins 
Hamilton-Brown 


St. Louis, Mo.—W. L. Collins, presi- 
dent of Hamilton-Brown Shoe Com- 
pany, recently announced the appoint- 
ment of Fred K. Moncur as general 
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Ballet Slippers 
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BALLET SLIPPERS 


Right and Left Lasts 
Black Kid 
No. 600— 






Sep Grade 
Wom. Miss Child. 
$1.35 $1.30 $1.25 


eo. 
Wom. Miss Child. 
$1.20 $1.15 $1.10 








BROOKS SHOE MFG. CO 
Swanson and Ritner, Phi 
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FRED K. MONCUR 


sales manager of Hamilton-Brown, ef- 
fective October 1, Mr. Moncur resigned 
as divisional sales manager of Brown 
Shoe Company to accept the appoint- 
ment. He has been with the Brown 
Shoe Company for the past twenty-two 
years, the last ten of which were in the 
capacity of sales manager of the south- 
eastern division. 
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Store Fixtures 










































HOWELL 
CHROMSTEEL FURNITURE 
FOR SHOE STORES 
Your customers will like the modern style 
and comfort of Howell Chromsteel. You'll 
like the way it looks and wears.Write for 
Catalog of Shoe Store Equipment now. 


HOWELL 


















J. 0. MOORE 


At the same time Mr. Collins an- 
nounced the appointment of J. O. 
Moore, who has been identified with the 
recent organization plans of the com- 
pany, to the post of merchandise and 
advertising manager, in which position 
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SIXTY-NINE 
HUNDRED... 


NEW PROSPECTS DAILY* 


Mrs. pat> & oon Be Baby shoes will be 
worn by most ring the earli- 
est —< of feet ? developmen What 

better them keep on 
wearing aoe | this brand as they 
row older? Mrs. Day's Flexible 
lard Soles (2-8) are sold in many 
le shoe departments and should 

sold in all. 


*Approximate number of new- 
born infants every day in U. S. 


FLEXIBLE Sots 
MRS. DAY'S .,.08 comPANy 
DANVERS, MASS. 

































he will be responsible for styling, mer- 
chandising and advertising. 

Before becoming identified with 
Hamilton-Brown Mr. Moore was for 
many years an executive and director 
of Brown Shoe Company where he 
supervised that company’s manufac- 
turer-retailer relations plans. 





New ‘Modern Miss’ Catalog 


MILWAUKEE, WIs.—Huth-James strike 
a new note in the small size of their 
fall catalog just sent to their custom- 
ers, being six inches in width and five 
inches in height, each of 25 in-stock 
numbers being shown one to the page, 
the description opposite. Rough finish 
cover LaGinia color with neat embossed 
title of “Modern Miss Footwear.” Its 
foreword says, “No Shelf Warmers 
Here!” 


Altschul Catalog Issued 


New York—Julius Altschul, Inc., 
have issued their new illustrated cata- 
log, in which seventy-five in-stock 
styles are listed. Shoes shown are in- 
fants’, children’s and growing girls’ 
welts of the corrective and conven- 
tional types, as well as styles of the 
dressier types. A copy may be had 
by addressing a request to Julius Alt- 
schul, Inc., 117-125 Grattan Street, 
Brooklyn, New York. 
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Leading In-Stock Patterns 
For Young Folks 


[CONTINUED FROM PAGE 23] 


smaller girls and boys. Calf or kid 
with shark or buffalo tip is used by a 
few manufacturers for this same type 
of shoe. Alligator calf trim is a smart 
feature on patterns for all ages. 

Increased concentration on boys’ 
shoes has resulted this season in one 
of the best-styled and most up-to-date 
showings of boys’ Fall footwear that 
has ever been offered the retailer. 
Meeting the demands of young men for 
shoes styled like Dad’s or big brother’s, 
manufacturers have tied up their boys’ 
footwear for Fall more closely to men’s 
styles than ever before. 

In the dressy types, wing-tips are 
most important with increased stress 
laid on custom detailing. Straight tips 
are also important in the Fall picture 
but in general have given way to the 
wing-tip, brogue types. 

In keeping with the more rugged idea 
in boys’ Fall shoes, heavier and 
grained leathers are very important in 
this season’s picture. 

One of the “hottest styles in both 
men’s and women’s informal shoes this 
season has been the “barge” or “scow”. 
This style has been carried into the 
boys’ field with unusual success and is 
meeting with increased demand in all 
sections of the country. Another very 
popular style in the boys’ field is the 
moccasin toe oxford which has for a 
long time enjoyed a popular demand 
among boys. Possibly the fact that this 
type shoe is worn by Boy Scouts ac- 
counts for some of its demand, never- 
theless, it is one style that finds ready 
acceptance among both parents and boys 
alike. Various adaptations of this style 
such as the Norwegian shoe, find more 
or less acceptance this season, depend- 
ing upon where it is shown and the 
type of customer served by the store. 

Crepe rubber soles, thick and heavy, 
are very much in demand in each price 
line in the boys’ field, particularly on 
the wing tip brogue and on the “barge” 
types. 





Merchandise Sources 
Pages 22-23 


1. Misses’ brown calf oxford with pinked 
mudguard and built-up leather heel. Tongue 
can be folded over to conceal eyelets. 
Posner. 


2. Classic one-strap in patent leather for 
little boy or girl. S. Waterbury. 


3. Brown suede oxford with concealed eye- 
lets. Smart walking pattern on built-up 
leather heel for growing girl. Green. 


4. Norwegian tip oxford with crepe rubber 
sole. Brown. 


5. Brown calf moccasin oxford with alli- 
gator plug. Outstanding pattern for misses. 
“KALI-STEN-IKS” by Gilbert. 
6. Heavy crepe sole as used on the wing 
tip brogue. Gerberich-Payne. 





weight . . 
constructed. 





“Feather-Eze” Shoes are extremely flexible . . . 
. anatomically correct . . 


“9 can’t came alone - - 
but 970L bring My Meother”’ 


CONCENTRATION and special- 
ization in shoes for the baby not 
only lay the foundation for a suc- 
cessful juvenile business but also 
build enduring good will with 


" Goathonr Ge ” 
Children 


SHOE 
By WATERBURY 


“Feather-Eze” shoes meet 
every requirement of a correct 
shoe for tots backed by the tra- 
ditional high quality of Water- 
bury materials and workmanship. 


* Registered U. S. Patent Office 


THEY TWIST 


light in 
. specially designed and 


In white elk, unlined boots and ox 
fords in pattern illustrated. Sizes: 2 
to 8; B to E. 


Also, in white elk and white suede 
boots and oxfords, lined, plain toe. 
Sizes: 2 to 8; B to E. 


“Feather-Ese” Shoes should be available in every 
modern children's department 


Send for Folder and Price List 


S. WATERBURY & SON CO. 


QUALITY FIRST SINCE 1820 


62 SCHENECTADY AVE. 


BROOKLYN, N. Y. 





Men’s In-Stock Shoes 


[CONTINUED FROM PAGE 21] 


stock, nothing need be said about the 
satisfaction of such a well-ordered and 
carefully-managed business. But, to 
the merchant who has felt the laudable 
urge to be a fashion leader, and who 
has felt that make-ups are essential 
to high styling in all departments, the 
smart styling of the in-stock shoes of 
the current season may come as a bit of 
a surprise. To those who are forced 
to operate on a more limited inventory 
than they have been accustomed to 
working with in recent years, this 1938 


in-stock array will come as a happy 
solution to a very perplexing fashion 
problem. 


Open Uptown Store 


Cuicaco, ILt.—Another outlying Red 
Cross shoe store has recently been 
opened in the uptown shopping district 
at 4614 N. Sheridan Road. An out- 
standing feature of the store which is 
completely modern in every respect is 
the seating arrangement. Instead of 
the conventional chairs a long cream 
and red upholstered leather settee fac- 
ing on both sides of the store has been 
installed. 



























Men's Shoes 




















Shoe Men at Jones Rites 


Boston, Mass.—The funeral of A. F. 
(Jack) Jones and his wife who were 
swept to death in the recent tidal wave 
at their summer home in Falmouth, 
Mass., was held on Thursday, Septem- 
ber 29, at 2:00 p.m. in the chapel of 
the Cedar Grove Cemetery in Dorches- 
ter, Mass. The officiating clergyman 
was Reverend Dr. Richards of the Con- 
gregational Church, Dorchester. 

Several representatives of the shoe 
industry were in attendance, among 
them being Samuel Stone of Stone-Tar- 
low, William Martineau of Martineau 
and Burke, J. Frank Crehan of the 
Southern Shoe Salesmen’s Association, 
George J. Loveley and A. P. Richards 
of the Boston Shoe Travelers’ Associa- 
tion, and Thomas A. Delany, Secretary- 
Treasurer of the National Shoe Trav- 
elers’ Association. 


Doris Beechman Named 


Ohio Fashion Advisor 


New Yorx—The Ohio Leather Com- 
pany has announced that Miss Doris 
Beechman has joined their organization 
in the capacity of Fashion Advisor. 












DORIS BEECHMAN 


Miss Beechman studied at the Uni- 
versity of Sorbonne in Paris, after 
which she was affiliated with an out- 
standing American couturiére, and was 
in close touch with fashion both in 
America and abroad. She visited the 
leading European style centers where 
she purchased original models for 
American adaptation. Recently she 
has been with an American advertising 
agency, managing fashion exploitation 
and sales promotion for several na- 
tionally-advertised firms in the shoe 
and outerwear fashion field. 

The present connection will give 
Miss Beechman a good opportunity of 
applying her fashion background as 
The Ohio Leather Company has, for 
several years, been one of the leaders 
in the creation of fashion in leathers. 

Miss Beechman will make her head- 
quarters at the New York office of The 
Ohio Leather Compariy. 





Publishes Booklet on Displays 


New York.—Kay Displays, Inc., has 
published a 40-page manual, “Planning, 
Producing Displays.” It is a result of 
ten years’ work on behalf of leading 
national advertisers. The chapters are 
compact, informative and cover specific 
topics, such as, where to put displays 
for best results; rating dealers and 
budget display advertising proportion- 
ately; pre-testing displays; insuring 
coverage of Class A and Class B deal- 
ers. While the supply lasts copies will 
be sent gratis to advertising managers 
and sales executives who write for it 
to the company’s offices at 230 Park 
Avenue, New York. 
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Side by side with Bass Ski Boots, dramatic 
Weeiun advertisements will appear in Es- 
quire. Why? Because Weejuns are what 
skiers want alter o doy on the trail. Not 
shoes, slippers, or moccasins — but a hand- 
some combination of all three. In demand 
all year round, at home, at the club, in the 
locker room, wherever feet need easy-going 
fiattery. Write for free catalogue and price 
list today. G. H. Bass & Co., Dept. BS-3, 
Main Street, Wilton, Maine. 








WEEJUNS ce etsseco 








Jules Ascheim 


New YorkK—Jules Ascheim, 70, presi- 
dent and founder of Colt-Cromwell, 
Inc., manufacturers of riding boots and 
accessories, died on Thursday, Septem- 
ber 29 of a heart ailment, after a short 
illness. 

Born in Pittsburgh, Pa., his shoe ex- 
perience was extended over a period of 
fifty years, during which time he em- 
barked in the puttee and military 
leather business and organized Colt- 
Cromwell, Inc., in 1899. 

Funeral services were held on Sun- 
day, October 2, at the Riverside Me- 
morial Chapel, this city. 

Mr. Ascheim is survived by his 
widow, a son, Joseph; two daughters, 
Mrs. Mildred A. Masback and Mrs. 
Joan Biel, and three grandchildren. 





Frank E. Richardson 


Row.tey, Mass.—The funeral of 
Frank E. Richardson, 69, member of 
the heel manufacturing firm of Mooney 
and Richardson, who died September 
30 was held October 2. He operated 
the business alone since the death of 
his partner several years ago. 

Mr. Richardson had a branch fac- 
tory in Haverhill. He was a charter 
member of the local Odd Fellows Lodge 
and served several years on the School 
Committee. Surviving are his widow 
and three daughters. 
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Repeat Selling is done Inside 


—inside the shoe, buying decisions are influenced. 


Here the shoe contacts the feet. Here Newflex Pig- 
skin Innersoles do your contacting—with a porous, 


flexible, and pliable walking surface. They adapt 
themselves to the feet, fit snugly at all times, and 
the feet can breath thru the naturally porous pig- 


skin. Newflex Pigskins give you more selling ad- 
vantages. Ask your manufacturer or write us. 


Lyman P. Gutterson, 42 Lincoln St., Boston 
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H. Geuting to Open Largest Shoe Store 





New Philadelphia Store to Be Opened by First of the Year 
to Be Largest in Country Devoted Exclusively 
to Footwear 


PHILADELPHIA, Pa.—The A. H. Geut- 
ing Company, one of the country’s fore- 
most retail shoe businesses, has made 
the first step in their move to open 
what is to be the largest retail shoe 
store in the country, with the acquisi- 
tion, under a long term lease, of the 
entire 15-story Cunningham Building, 
1312-14 Chestnut Street, which adjoins 
their present establishment. 

Extensive alterations, including a 
thorough modernization and air-condi- 
tioning, have been started and it is 
expected that this new store will be 
open for business about the first of the 
year. 

The store will be entirely depart- 
mentalized, including special floors or 
sections for various price ranges in 
women’s shoes, an infants’ shoe depart- 
ment, children’s departments, an ortho- 
pedic department and the largest men’s 
store known, created in a modern club- 
like atmosphere. 

The street front will also undergo a 
complete remodeling and rearrange- 
ment so as to permit attractive and 
extensive window displays. 

“We plan many novel features,” said 
Mr. A. H. Geuting, in commenting upon 
the new lease. “It is our idea to make 
the Geuting shoe business not only the 
largest shoe store exclusively in the 
United States, but in Europe as well. 
Our plan of merchandising is intended 
to embrace everything in footwear, 
making it the model master shoe store 
of the country where the entire range 
of shoe demand can be met, whether 
for the infant or for those of adult 
age, through a system of departments 
to be laid out over the fifteen floors of 
our new building. 

“Here one will be able to shop from 
babyhood to old age; for every shoe 
want, whether it be the care of crippled 
children or painful feet; for every shoe 
civilization demands,” he said. 

“So much room will enable Geuting’s 


to have all its stocks, lasts, patterns, 
window displays and offices under one 
roof. Extensive improvement will be 
made, including an entire new front. 
Distinctive footwear will have their 
own departments. 

“Men who have not had the attention 
usually accorded women in a shoe store 
will be pleased to find the first floor a 
clubby departmentalized men’s store, 
exclusively for them.” 


To »itienes New Salon 


Mapison, Wis.—Sam Levine, owne 
and director of Andrews’ Shoe store, 
130 State St., for the past 10 years, 
has been named manager of Kessenich’s 
new shoe salon. Associated with him 
in the new shop are Barth Kelliher, 
assistant manager; Lawrence Halperin 
and Jack Silver. 

Mr. Kelliher has been associated with 
shoe departments of local stores for 15 
years, while Halperin and Silver have 
had five years’ experience in Milwaukee 
and Madison. 

Kessenich’s new shoe salon has walls 
in natural mahogany with strips of 
browntone paneling. Fixtures and 
chairs are in natural tone with match- 
ing brown. 





Attractive Display on World’s Fair Theme 


Brooklyn, N. Y.—The Physical Culture Shoe Store at 291 Utica Avenue, here, 
used 


recently 


this attractive window display based on the World’s Fair theme. 


The alias and cone are the recognized symbols of the New York World’s Fair. 
In the background is a colorful reproduction, worked out in Beaverboard, of a 


group 


of the major buildings as planned for the Fair. 


Sky rocketing beams of 


white silk fabric lend height as well as a futuristic note to the display. The inter- 
national interest in the Fair is symbolized by the use of flags of various countries, 
grouped in the three main sections of the windows. 








ee ee ee ree ee Oe OF ee ee 


Dancing Shoes and Taps 
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FLEXIBLE TAP DANCING SHOES 
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Riding Boots 
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Turn Shoes 
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KUSH-IN-EZE 
HAND TURNED FOOTWEAR 
IN STOCK 

















e L. B. EVANS’ SON CO. e 
WAKEFIELD, MASS. 
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Lightening 
Step 
by 
NEW 
osco 
White Kid 
Women’s AA-4%2-8 ........ $1.45 $1.50 
- A-B-C-2%-8 ..... 1.45 1.50 
Misses’ A-B-C-114%-2 1.40 1.45 
Children’s B-C-8%4-11 ..... 1.35 1.46 
Goodhue St. | 
Gwens Snot Co.” 


“ Selem, Mass. | 
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NESLA Sponsors Shoe and Leather Exhibit 








Boston, Mass.—Over one hundred thousand visitors to the Eastern States Expo- 
sition in Springfield during the week ended September 24, inspected the Shoe 
and Leather Exhibit prepared by the New England Shoe and Leather Association 
in the Massachusetts building. Against a striking background of a 12-foot map 
of the state, on which the leading shoe and leather centers are shown, samples of 
leathers and shoes manufactured within the Commonwealth by members of the 
association were attractively displayed. 
Another feature of this exhibit is the display of historical footwear from the 


museum of the United Shoe Machinery Corporation. In active supervision of the 
exhibit was Colonel Charles T. Cahill, chairman. 





Birmingham to Have Southern 
Shoe Exposition 


BIRMINGHAM, ALA.—Birmingham has 
been selected as the most central city 
of the South to hold the Southern Shoe 
Exposition this year. Over two thou- 
sand retailers from Alabama, Florida, 
Georgia, North and South Carolina, 
Mississippi, Louisiana, Tennessee, Mis- 
souri and Arkansas will convene at the 
Tutwiler Hotel, Birmingham, January 
15-16-17 and select their new Spring 
footwear from over 150 lines of shoes 
which will occupy four floors of the 
above hotel. 

One of the highlights of the show 
will be an All-South Shoe Buyers 
Frolic on the 17th, when the Governor 
of Alabama and the Mayor of Birming- 
ham will welcome the visitors. An 
elaborate program is being planned. 

Oscar Thompson of the B. Rich Store 
at Atlanta, has been invited to head 
the general committee, assisted by Max 
Levin of Max Levin Company, Char- 
lotte, North Carolina, Dave Slann of 
Butler’s, Miami; Mose Cohen of Mose 
Cohen Shoe Company, Nashville; H. 
W. Tankersley of Loveman, Joseph & 
Loebs, Birmingham, and W. B. Polly 
of Edison’s. 

Eugene A. Richardson of 206 Essex 
Street, Boston, Mass., is in charge of 
all reservations. 


Lopen Changes Headquarters 
PirTspurRGH, Pa.—“Marty” Lopen, 

who travels out of P’ttsburgh for M. 

J. Saks Shoe Corp., 152 Duane Street, 


New York, is now headquartered in the 
Hotel William Penn, Pittsburgh, and 
hepes his friends in the trade will re- 
member the change in hotel addresses. 
His room number is 403, where his line 
is on display. 


Surpass to Close Gloversville 


Plant 


GLOVERSVILLE, N. Y.—Due to busi- 
ness conditions, the management of the 
Surpass Leather Company has decided 
to close its Gloversville tannery per- 
manently, according to an announce- 
ment by Harold Connett, president of 
the company. 

“It is with great regret,” he said, 
“that the announcement of this de- 
cision is made, not only because of the 
hardship it will work upon our em- 
ployees, but also upon the community 
at large. 

“In spite of the uneconomic policy of 
operating both of its tanneries at re- 
duced rates, the Surpass Leather Com- 
pany has done so in order to continue 
employment in Gloversville as long as 
possible and with the hope that business 
in the Kid Leather industry would im- 
prove sufficiently to justify this action. 
However, the company can no longer 
divide its production between two tan- 
neries and must concentrate its pro- 
duction at Philadelphia. 

“Reluctantly we must notify our em- 
ployees that departments will be closed 
down as the last pack is finished in the 
respective departments and that all re- 
maining departments will be closed on 
or about October 5.” 
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Chain Store Efficiency 


records are made available 
to independent retailers in the 


Recorder’s Stock Record System 
(either in cards or book form) 


Samples on Request 


MERCHANT’S SERVICE DEPT. 
209 So. State St., Chicago, Ill. 


IN 
STOCK 


trim; Welt; arch sup- 
porting counter; steel 
shank. 











ro FOR YOUR GOOD NAME= 


Tan calf, lizard calf L416—AA te D—3', to 9—12/8 built up tea. heel 
L415—AA to D—3'2 to 6—8/8 R. and L. lea. heel.... 
M415—A to D—i2'/2 te 3—6/8 R. and L. tea. heel 


JULIUS ALTSCHUL, Inc. "iiioiti"%! $ 
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Forty successful years of manu- 
facturing the finest in children's 
footwear enable ALTSCHUL to 
offer for your own brand 
mame a most complete line of 
scientifically fitting shoes for in- 
fants, children and growing girls. 


Seventy-five styles IN 
STOCK. New Catalog 
sent on request. 


$4.05 
$4.05 
. $3.35 








Black Leads Brisk Trade in Chicago 


Much Interest Also Shown for Wine Shades—Suedes Lead 
but Much Demand Also Noted in Calf and Alligator 


CHICAGO, ILL.—Fall shoe business in 
the Chicago area is now in full swing, 
and although they have been faced 
with extremely adverse weather con- 
ditions, retailers report that sales are 
continuing briskly and that everything 
points to a most successful season. 

Black is top seller in all quarters, 
ranging from 75 to 80 per cent of the 
sales. This is especially true in the 
higher-priced lines. In some of the 
lower-priced brackets, where novelty 
reigns, the relationship runs from 60 
per cent black to 40 per cent in other 
colors. Wine, in its various forms and 
promotional names, is the second color, 
with estimates placing it between 15 
and 20 per cent. The rest of the sales 
are divided chiefly between brown and 
blue, with the former leading. 

Suede is the best selling material, 
although there is a lot of activity in 
sturdy leathers, in gabardine and in 
alligator. The latter demand has sur- 
prised many retailers, who are getting 
requests for black and brown, partic- 
ularly in that department. 

Platforms are also beginning to make 
their way in the Chicago market. In 
several of the higher-priced salons, they 
are selling especially well in evening 
slippers and extreme sandals. Stores 
catering especially to the college and 
debutante trade report that the sales 
of platforms fall into two extremes— 
the sandals and formal evening slip- 
pers and in the lower Dutch heel walk- 
ing version. A persistent interest in 
open toes seems to remain, with Mal- 
ing’s devoting an entire advertisement 
to them, and Cutler’s featuring them as 
“transition toes—new toe openings for 
Fall are smaller than ever.” 

Field’s have called their shoes and 
other fashion accessories the promo- 
tional name of “Wine Dregs—the 
warmth of brown and the richness of 
old burgundy.” Carson’s are using 
“Autumn Wine,” described as captur- 
ing “the profligate beauty of autumn 


vineyards,” and declaring that it is 
slated for great importance in the com- 
ing season of Victorian elegance and 
French court splendor. 


J. S. Protzel Named Cambridge 


Rubber District Manager 


New YorkK—Joseph S. Protzel has 
been named as district manager of the 
New York office of the Cambridge Rub- 
ber Company, 125 Duane Street, in 


JOSEPH S. PROTZEL 


charge of sales and also in charge of 
southern distribution for the company. 

Mr. Protzel has been with the Cam- 
bridge Rubber Company for the past 
15 years, the past ten, covering the 
territory from New York to Florida 
and as far west as Pittsburgh, selling 
to jobbers and chain groups. Previous 
to that he covered the New Jersey ter- 


ritory with the Cambridge line, selling 
to retailers. 

He has been in the shoe business 
since 1920. His first job in the shoe 
field was with Nathaniel Fisher, shoe 
jobber on Duane Street, this city, and 
for slightly more than a year he rep- 
resented that company in Connecticut 
and western Massachusetts before join 
ing Cambridge. 


Modern Conveniences Boost 


Store Traffic 


SHEBOYGAN, Wis.—Considerable traf- 
fic increase and customer interest has 
been noted in the shoe department here 
of the H. C. Prange Department store 
since installation of the escalator, said 
to be the only one in the state of Wis- 
consin. 

The escalator originates right in the 
center of this modern shoe department 
located on the main floor and since 
people are so anxious to use it, nat- 
urally draws people directly into the 
department. 

The shoe department, in charge of 
Otto Hansohn, is one of the most mod- 
ern and outstanding in this part of 
the country. It is equipped with com- 
pletely modern fixtures and js depart- 
mentalized so that on entering the cus- 
tomer passes first through the women’s 
section, then the children’s, and then 
the men’s. In the rear of the depart- 
ment is a shoe repair shop which keeps 
six men busy working at all times. The 
new escalator divides the men’s and 
children’s departments. 

Only better grade shoes are featured 
in this section with a special depart- 
ment for lower priced shoes in the 
basement of the store. 


Guy Thorn Opens Own Store 


OAKLAND, CALIF.—Guy Thorn who 
has been identified with the better 
grades of men’s shoes at retail on the 
West Coast for the past twenty-five 
years, has opened his own store under 
the name of Guy Thorn Shoe Co. at 
418 Fifteenth St., this ciy. His last 
connection was coast manager for the 
A. E. Nettleton Shoe Co. with offices in 
San Francisco. The new business is 
specializing in shoes for men 
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TO 
BUY 
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Dancing Shoes and Taps 











PROFESSIONAL TAP DANCE SHOE 








138 Lincoln St., Boston, Mass. 
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Bowling Shoes 


7s oor 








-—™ 








Stocked only in Biack Kid; men’s 
high shoes, 6 to 12. 

(Littleway and Stitchdown.) Women’s 
oxfords, 3-8 (including half sizes). 


Can be had also in Black and Smoked Elk, 
and any color in Kid. 


Samples and prices on request 
MONDL MFG. CO. 
Oshkosh, Wis. 

















Ferralli-Hollywood Shoes 


Incorporates 


HoLtitywoop, CaLir.—Articles of in- 
corporation have been granted to Wil- 
liam G. Ferralli, Walter G. Danielson 
and Herbert C. Marxmiller to manu- 
facture shoes under the trade name of 
Ferralli-Hollywood Shoes. Permission 
has also been given to issue 2,000 shares 
of stock at no par value. Officers of 
the company are Wm. G. Ferralli, 
president, Walter G. Danielson, secre- 
tary and treasurer, and Herbert C. 
Marxmiller, vice president and sales 
manager. 

Salesmen for this company are now 
in their territories. The latest to be 
added is D. L. Gilbert, who will cover 
Texas, Arizona, New Mexico and Okla- 
homa, a section he has been covering 
or the past 16 years. 


Field Elected Secretary 
of Boston Shoe Club 


Boston, Mass.—At a recent meeting 
of the officers of the Boston Boot and 
Shoe Club, Maxwell Field was unani- 
mously elected secretary to succeed the 
late James H. Stone. Mr. Field has 
been active in the Boston shoe and 
leather trade for many years, and was 
recently elected secretary of the New 
England Shoe and Leather Association. 





MAXWELL FIELD 


The dinner meetings of the Club for 
the coming season—its 50th Anniver- 
sary—will be held in the State Suite of 
the Copley-Plaza Hotel, Boston. Plans 
are being perfected which, it is hoped, 
will result in one of the most successful 
seasons ever enjoyed by the Club and 
its members. 

The new officers of the Boston Boot 
and Shoe Club for the 1938-1939 sea- 
son are: 

President and treasurer, Francis B. 
Masterson, Hub Shoe Company, Bos- 
ton; first vice-president, Louis H. Sal- 
vage, Louis H. Salvage Shoe Co., Man- 
chester, N. H.; second vice-president, 
Frank C. Donovan, F. C. Donovan, 
Inc., Boston; third vice-president, 
James P. O’Brien, Williams Cut Sole 
Co., Boston; secretary, Maxwell Field, 
Boston. 

Executive Committee: Charles T. 
Cahill, United Shoe Machinery Corp., 
Boston; John E. Daniels; John E. 
Daniels Leather Co., Boston; Harry E. 
Gardner, American Oak Leather Co., 
Boston; Ellis Gordon, Ellis Gordon & 
Son, Boston; James T. Gormley, Day- 
Gormley Leather Co., Boston; Oscar L. 
Herton, Geo. H. Webster Sole Co., 
Athol; B. Stanley Jordan, Jr., Dungan, 
Hood & Co., Inc., Boston; James T. 
Keating, James T. Keating Co., Boston; 
W. J. McHenry, The Linen Thread 
Corp., Boston; John F. Murphy, Ohio 
Leather Corp., Boston; James E. Wall, 
Wall-Streeter Shoe Co., North Adams; 
Max Wind, Wind Innersole & Counter 
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Co., Brockton; E. L. Wyman, United 
States Leather Co., Boston. 





Indianapolis Business Bureau 
Protects Trade Names 


INDIANAPOLIS, IND.—Operating as a 
cancellation shoe shop, a concern which 
recently endeavored to establish a store 
here got off on the wrong foot. Two 
windows were filled with a large num- 
ber of shoes. Large signs announced 
to the public, “Factory Close Outs, Dis- 
continued Samples, Bankrupt Stock, 
Novelties, Orthopedic Arch Types.” 
Cards on women’s shoes in the windows 
announced or offered, at prices ranging 
from $1.99 to $5.99, most of the well 
known branded shoes sold by local 
stores. 

The Better Business Bureau sent 
shoppers to purchase shoes at this store. 
Four pair of shoes were purchased, and 
in each case a similar sales talk was 
given the customer. When questioned 
as to the brand names not appearing 
on the shoes, as is customary, the clerk 
at great length explained the factory 
compelled them to remove all trade 
names in order to avoid conflict with 
other local stores. 

Customers were assured that the 
shoes came’right from the same fac- 
tory and from the same lot of shoes 
they would find at other local stores, 
mentioning prominent shoe departments 
and shoe stores in the city. 

Shoes which were purchased by the 
Bureau shoppers were sent to the fac- 
tory making the brand of shoes which 
these were represented to be and in 
each instance the Bureau was definitely 
advised that the shoe had been mis- 
represented. 

The Bureau representative, accom- 
panied by a detective, called on the 
proprietors and as a result of the con- 
ference with them, in which they 
learned Indianapolis would tolerate no 
such practice, all signs using well- 
known brand names were removed from 
the shoes. 





Opens Rohn Nu-Matic Store 


MILWAUKEE, Wis.—Charles E. Col- 
lar has opened a Rohn Nu-Matic Shoe 
Store in the Plankinton Arcade here. 
The store is very attractive. It is fur- 
nished in walnut with fitting chairs 
cushioned and backed in pigskin. A 
writing desk with a chair to match is 
at one side at the front, and opposite 
it are two large lounging chairs with a 
streamlined table between. Copper 
lights on both sides and mirrors built 
into the fixtures add to the pleasant 
effect. The store is carpeted throughout 
in maroon. 





Purchased Factory 


NEWBURYPORT, Mass.— The Ruth 
Shoe Co. of Salisbury has purchased 
the factory owned by the Newburyport 
Building Association on Merrimack 
Street. 
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C. D. Cline Opens New 


Department 

Beverty Huis, Cauir.—The J. J. 
Haggerty Store, which has-just opened 
in the exclusive Wiltshire district, adds 
another fine shop to this section, in 
which the shoe department plays a 
prominent part. Like stores catering 
to the finest trade, this shop is designed 
and equipped with the thought of mak- 
ing shopping as pleasurable as pos- 
sible. The shoe salon is really a beau- 
tiful part of this store, which is all 
done in pastel shades. In the shoe de- 
partment, the walls and woodwork are 
of a soft French blue, while the furni- 
ture is upholsteréd in yellow Spanish 
leather. Rose rugs add their blendings 
to the color scheme. This department 
is easily the most effective in the store, 
smart, with an atmosphere conducive 
to selling fine shoes. 

This shoe department is a concession 
leased by the Chas. D. Cline interests, 
who also operate the shoe department 
in the Haggarty downtown Los Angeles 
store. Peacock shoes are the featured 
named line. In keeping with the lo- 
cality, top-grade fashion shoes and 
high-grade sports types will be added. 
All buying will be done from the 
Seventh Street main store. 


Novel Window Display 


NEw ORLEANS, La.—“We have em- 
phatically digressed from the usual 
modus operandi,” Ralph Levey an- 
nounced and making good his word by 
pointing out the new Fall display of 
men’s shoes in Pokorny’s shoe store 
window. There (instead of the usual 
back drape of silk with men’s oxfords 
parked on shoe stands in front of it) 
was a miniature living room, neat car- 
pet on its floor, modernistic avodire 
wood walls trimmed in walnut, a freme 
picture hanging, also some home 
draperies. Here and there stood small- 
type consoles and low coffee tables. 
“You see,” Mr. Levey said, “We have 
taken our shoes out of the ‘window’ 
and put them in the ‘parlor’ to show 
men how they will look in their own 
living rooms. This is the first time a 
show window has been dressed this way 
anywhere, to my knowledge.” 


Transfers Capital Stock 


MANCHESTER, N. H. — Pariseau’s, 
Inc., which was founded as a shoe store 
in 1900 and later added clothing de- 
partments, has announced transfer of 
its capital stock to Samuel G. Camann, 
owner of the Tilton Hosiery Mills. 
Armand Pariseau will continue to oper- 
ate the establishment. 


J. W. Goodwin 


MECHANICcsBURG, IND.—J. W. Good- 
win, 78 years old, for 59 years in the 
shoe business here, died recently in his 
home after an illness of several weeks. 


He was active in community and church 
affairs. The widow, a daughter and 
son survive. 


What’s New in Shoe Ads 


[CONTINUED FROM PAGE 33] 


on the men’s side wall-last moccasin 
types and collegiate numbers with 
crepe soles are talked about. An ad 
from the third floor Fashionette Sec- 





Our 3rd Floor “Fashionette” Section 


brings out 


“TUGBOAT 
ANNIE” 


«New “Barge-Last” 
Shoe for Gals! 


$395 


+ ROP? & TOPFLYA.. 2 


get wata a? wWeteee 





vows PAMHEL T'S @Hh@eOe tteaese 











Clever ad on a popular shoe by 
Krupp & Tuffly of Houston, Texas. 


tion features a new “barge last shoe 
for gals” under the appropriate name 
of “Tugboat Annie” and says of it: 
“Now you can wear the chunky-looking, 
smart new shoes that your kid brother 
and the boy friend have gone wild 
over. We've refined the barge last shoe 
and had it made in soft, flexible elk- 
finish leathers, in caramel or brown, 
with a soft, flexible, crepe latex sole. 
Be the first to wear these ‘Tugboat 
Annies’—equally smart on campus or 
street. See them in the Fashionette 
Shoe Section tomorrow.” 

The shoe and accessory tie-up, of 
course, is being emphasized everywhere, 
and the accompanying advertisement 
by Gude’s of Los Angeles furnishes 
an excellent example of the manner in 
which this important fashion principle 
is brought out in the current adver- 
tising of shoe stores. 

So, wherever you go, it’s style all 
the while this season, so far as shoe 
advertising is concerned, and with the 
public more footwear fshion conscious 
than ever before, there is little ques- 
tion of the wisdom of a merchandising 
policy that tells the public through ad- 
vertising the style news which obvi- 
ously that public is so eager to hear. 
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NOW in MISSES Sizes 
“Little Miss* 
TUGBOAT" 


'N STOCK 
$2.00 


SIZES 

12% te3 

Widths 

N(B) and M(D) 

Fice quality upper leathers. English calf 
quarter lied, heavy weight waterproofed 
back outer soles. Solid leather heels. 
Barbour stormwelt. Flexible Goodyear 


welt. 
M1372 Natural Color Calf Uppers 
M1370 Brown Elk Uppers 


“Little Miss 
GUNBOAT" 


IN STOCK 


$1.85 


Sizes 
12; tes 


W'dths 
N(B) and M(D) 


Fine quality ow leather, English calf 
Tone lined, ~ qu welts 


Square B 

M9032 Natural Color Upper, Crepe Sole, 
Square Breasted Heel 

M9035 Brown Vobuck Upper, Crepe Sole 
Square Breasted Heel 

In Stock for October 

te unprecedented demand, 

order immediately for preferential 


Also for Big Girls 


BIG SISTER 
SIZES 3 to 9 

*A TIP—You can also sel! 

to Little Brother 


20 delivery. Owing 


it t@ advisable to 
delivery 


these sizes 


ns a. EEO 
Newspaper Mats Supplied with order 
N. Y. office, 402-404 Marbridge Bids. 


A. SANDLER CO. 














Thurston Assumes Control 


of Reel Store 


MILWAUKEE, Wis. — Harrington 
Thurston, until recently assoeiated with 
Carson Pirie, Scott & Co., Chicago, has 
purchased a large block of stock in 
Reel’s, Inc., local women’s ready-to- 
wear shop, from Mrs. Blanche Reel, 
widow of Herman Reel, founder of the 
store, and has assumed the presidency 
of the firm. 

Prior to joining Carson, Pirie, Scott 
& Co., Mr. Thurston was associated 
with Lord & Taylor in New York, and 
before that with Chandler & Co., Bos- 
ton. The local firm, which also mer- 
chandises women’s shoes, will start a 
modernization program after the busy 
season this Fall. 
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SALESMAN WANTED 


FOR SALE 


MERCHANTS’ NEEDS 











SALESMEN WANTED 
Jersey 


For New , Ohie, Kansas, Missouri, Tennessee, 
and Texas. in-Stork line of formal ~ 
Sandalized and dress tee street shees. Retail 








ANNAHSONS ‘to COMPANY 
HAVERHILL, MASSACHUSETT: 








BUSINESS OPPORTUNITY 














YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn b 
income in service fees. A new system o 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or to uri no ncy 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 











PARTNER in established shoe business, New 
York’s best location, fine shoes. onan 
capital, $5,000 to $10,000. Address 

Boot & Shoe Recorder, 239 West ‘oth "hon 
New York, N. 





MERCHANTS’ NEEDS 








ALA IIE 


e Re - St sping Dev 









fe, Alter Shoes to Fit 
Abnormal Feet 





















FOR SALE 


SHOE STORE: an old established busi- 

ness—Men's and Women’s fine Shoes, 

Hosiery, Bags. In Texas town of 50,000, 

clean stock. $7,500 to handle. 

Address No. 967 care BOOT & SHOE _——- 
238 West 39th Street, New York, N. 











PROFITABLE shoe store, best town in Cali- 
fornia’s rich San yesete valley. Featuring 
Selby Arch Preserver and other famous brands. 
Address $972, care Boot & “ Recorder, 239 
West 39th Street, New vee s 








MERCHANTS’ NEEDS 








INCREASE YOUR SALES 


with the original 
SHOE DOCTOR SHRINKERS 








ADDITIONAL SALES are 
made when you obtain the 
confidence of your customers 
by giving those hard-to-fit- 
feet a perfect ft. Our Shrink- 
ing Devices. when used with 
our specially prepared fuids, 
give the proper fit to shoes 
which Gt large around the 
top. slip at the heel, or gap 
at the sides. Any fullness 
or wrinkles in leather or 
fabric are easily shrusat 
without harm. 


Send your order or write for detail informatica. 
Special combination offer $25.00 (fluids in- 


cluded in above prices) f.0.b. Indianapolis, 
Indiana. 


E. C. SMELTZER CO. 


121 E. Gist Street, Indianapolis, ind. 





SHU-MAT SERVICE 


ELIMINATE THAT HIGH COST OF 
ART WORK AND CUTS! GET A FULL 
PAGE MAT WITH PROOFS EVERY 
WEEK OF THE VERY NEWEST. 
MOST POPULAR STYLES OF MEN'S, 
WOMEN’S AND CHILDREN’S FOOT- 
WEAK AT A FRACTION OF THE 
ACTUAL COST. 

SEND FOR PRICES AND PROOF OF 
THIS WEEK’S MAT. 


SHU-MAT SERVICE CO. 
188 E. Town St. Columbus, Ohic 


















PATENT ATTORNEY 












oper + ed or Meta AR 
CONFIDENTIAL lolachely 
ADVICE Parl 4 
FREE (Orrisnvi nls 


for ANY Invention or a Tate ‘Mork 


















MERCHANTS’ NEEDS 


















ORNAMENTS 
AND SPATS 


Chicage, 11. 


The Complete Line of 
SHOE 


Buttons and Zippers 
Manolis Manufacturing Co. 
4248 Ne. Crawford Ave., 


































Sj NOVODOM Turntable 


Runs 4 weeks on flashlight 
ae. One year guar- 


Wires 
NO= 
Electricity 


FLEISCHER & co. 









27th St 
‘to ‘York City 








address should be counted. 
The rate for all display classified 
Classified advertising is payable in 





mum charge, 75 cents. For all other classified 
When a box number is desired twelve words should be added for the address. In 


CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
advertisements the rate is 7 cents per word. Minimum charge, $1.25. 


8@” Advertisements for this page must be in our New York office on Friday of the week preceding publication. “@a 


all other cases each word of the 


advertisements is $5.00 an inch with a maximum of 46 words. 
advance. 
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WANTED TO PURCHASE 


MERCHANTS’ NEEDS 











Buyers of Surplus Stocks 


iu er entire stecks of shees 
een canannerere - a, - XA retailers. 


QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 











SHOE STOCKS BOUGHT 


BARIS SHOE COMPANY, Inc. 
79-81 READE STREET, NEW YORK, WN. Y. 
Telephone WORTH 2-5!80-5181 























New Health Spot Shop 
in New York 


New York—A beautiful new Health 
Spot Shoe Shop has recently been 
opened at 2 West 47th Street, New 
York, by Harry Z. Darvas, of Brooklyn. 

There are a number of individually 
owned Health Spot Shoe Shops being 
established in various cities of the 
United States. Some of these shops 
feature the single large plate glass 
Health Spot window, while the others 
are combination stores with double win- 
dows. These combination shops feature 
Health Spot Shoes exclusively in one 
window, while the other is used as a 
regular family shoe store window. 


Arthur W. Tedcastle 


Mitton, Mass.—Arthur White Ted- 
castle, pioneer in the development of 
the New England foreign trade in shoes 
and a one-time intimate of President 
Woodrow Wilson, died Oct. 2 at his 
home in his 83d year. 

He was born in England, a grand- 
son of Peter Austin Nuttall, who re- 
jected an offer to become editor of 
Punch in order to pursue his widely 
known philological and archaeological 
research work. 

He founded the shoe firm bearing his 
name in Rome, Ga., and moved it to 
Boston in 1898. In the promotion of 
his firm’s export trade, he traveled ex- 
tensively throughout South America, 
and was reputed to have established a 
volume of export business to Cuba 
amounting to $1,000,000 a year. 

His friendship with President Wil- 
son was one of long standing, and it 
was on his advice that the then Chief 





M. D. POLLINGER CO. 
Holland Bidg., St. Louis, Mo. 











tats Of, (fs 
NEWSPAPER ADVERTISING 


—lIf you advertise in newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 


A monthly matrix service of carefully 
written copy, photographs and beauti- 
ful art work for direct mail and news- 
paper advertising. 


Vincent Edwards Idea Clip- 
ping: Service 

Actual newspaper tear sheets of ads 
of shoe stores; you select the exact 
stores and ci:les you want to see, or 
leave the selection to our advertising 
staff. 


Learn Advertising at Home 


Advertising is an interesting study and 
prepares you to write more effective 
letters; to acquire a larger vocabulary; 
to comprehend sales and merchan- 
dising probl of a i , and to 
be definitely in a position to recom- 
mend business devslopmen ideas. 


VINCENT EDWARDS & CO. 


World's largest advertising service 





342 Madison Avenue, New York City 

















Executive purchased a summer home 
in Cornish, N. H. His advice on for- 
eign trade was often solicited by gov- 
ernment officials and commercial en- 
terprises. Francis B. Sayre, assistant 
secretary of state and son-in-law of 
President Wilson, was a frequent vis- 
itor at the Milton home of the Ted- 
castles. 


Open Red Cross Department 


West PALM BEACH, FLA. 
shoe department has been opened in 
Kominers Department Store, Clematis 


— A new 


Street. The department is in charge 
of I. C. Thomas, and the initial show- 
ing includes some 200 styles and kinds. 
Red Cross shoes will be featured. The 
new department is equipped with air 
cushioned chromium chairs, finished in 
yellow and orange. The business is 
owned by A. Kominer. 








ATEMENT OF THE OWNERSHIP, MANAGB- 
MENT, CIRCULATION, UIRED BY 
THE ACTS OF CONGRESS ‘oF AUGUST 24, 
isis AND MARCH 8, 1933 


OF BOOT AND SHOE RECORDER, published 
weekly at Philadelphia, Pa., for October 1, 1938. 


State of New York es. 
County New York 

Before me, a Notary Public in and for the State 
and county aforesaid, personally ap) Everit 
B. Terhune, Sr., who, having been duly sworn 
according to law. deposes and says that he is the 
Business Manager of the BUUT AND SHOE 
RECURDER, and that the following is, to the best 
of his knowledge and belief, a true statement of 
the ownership, management (and if a daily paper, 
the circulation), etc., of the aforesaid publication 
for the date shown in the above caption, required 
by the Act of August 24, 1912, as amended by 
the Act of March 8, 1933, embodied in section 
537, Postal Laws and Regulations, printed on the 
reverse of this form, to wit: 


1. That the names and addresses of the pub- 
lisher, editor, managing editor, and business man- 
fs are: Publisher, Chilton Company, Inc., 239 
. 39th Street, New York, N. ¥.; Editor, Arthur 
D. Anderson ; Managing Editor, Raymond L. Fits- 
gerald ; Business Manager, Everit B. Terhune, Sr. 


2. That the owner is: (If owned by a corpora- 
tion, its name and address must be stated and also 
immediately thereunder the names and addresses 
of stockholders owning or ok. one per cent or 
more of total amount of stock f not owned by «a 
corporation, the names and addresses of the in- 
dividual owners must be given. If owned by a 
firm, company, or other unincorporated concern, its 
name and address, as well as = “ 4 in- 
dividual member, must > e—) Com- 

a, Philadel. 


a ~~ and 
phia, Pa. C. A. Musselman, 260 Sycamore Ave., 
Merion Station, Pa.; F. J. Frank, Laontaka Way, 
Madison, N. J.; F. ©, Stevens, 325 West End 
Avenue, New York, N. Y¥.; J. 8. Hildreth, 429 
Owen Road, Ardmore, Pa.; G. H. Griffiths, 165 
J.; EB. B. Terhune, 


Montclair Ave., Montclair, N. 
New York, N. Y¥.; John Blair 


160 E. 48th 8t., 
Moffett, 1608 Walnut Street, Philadel hia, Pa. 
Wm. & Barber, 185 Summit Lane, Bala-Cynwyd, 
Pa.; C. 8. Baur, 76-77 Austin Street, Forest Hills, 
N. ¥ J. H. Van Deventer, 12 Phillipse Place, 
Youhens, Bu. ¥.3 BP. M. Fabrendorf, 19 Tunstall 
Rd., Scarsdale, N. Y.; Dorothy 8. Johnson, 1827 
N. Greenway Drive, Coral Gables, Fia.; Anne E. 
Tomlinson, c/o Bankers Trust Com 
Box 492, Grand Central Annex, New 
Ethel G. Breen, Trustee u/w of Charles Ww. ye at, 
son, 51 East 42nd Street, New York, - Yi 
Beneficiaries : Robert ©. Anderson, Percival E 
Anderson, Charles W. Anderson, Jr., Annie L. 
Clark; John Blair Moffett, 1608 Walnut Street, 
Philadelphia, Pa.—Agent for J. Howard Pew, J. 
w, Jr., Mabel P. Myrin, Mary Ethel Pew; 
Riteabech J. Bailey and Ellwood B. Chapman, 
Trustees of James Artman, Deceased. 930 Real 
Estate Trust Building, Philadelph'‘a, —Bene- 
ficiaries: Franklin Artman, Vera Watters, Alvin 
C. Artman, Elizabeth J. Artman, Marion A. Pratt, 
George H. Pratt, by assignment, Edwin Moll, by 
assignment; Bankers Trust Co. and Wilfred T. 
Pratt as Trustees u/w of Eugene Sly F.B.O 
Beulah B. Sly, P. O. Box 704, City Hall Station, 
New York, N. Y. 


8. That the known bondholders, mortgagees, and 
other security holders owning or holding 1 per cent 
or more of total amount of bonds, mortgages, or 
ema are: (If there are none so state) 
NONE. 


4. That the two paragraphs next above, ores 
the names of the owners, stockholders, and security 
holders, if any, contain not only the list of stock- 
holders and security holders as they appear upon 
the books of the company but also, in cases where 
the stockholder or security holder appears upon the 
boo the company as trustee or in any > ether 
fiduciary relation, the name of the person or 
corporation for whom such trustee is acting, is 
given; also that the said two festpeete contain 
statements embracing affiant's full knowledge and 
belief as to the circumstances and conditions under 
which holders who do 

the company as 
trustees, hold stock and yy yi in * 
other than that of a bona and this 
affiant —— no reason to Laos” that “any other 
person, association, or corporation has any interest 
Rirect oe indirect in the said stock, bonds, or other 
securities than as so stated by him. 


stockholders 


5. That the average number of copies of ea 
issue of this publication sold or aietrivotes. 
through the mails or otherwise, to paid sub- 
scribers during ~ twelve months preceding the 
date shown above is (This information is required 
from daily publications only.) 


E. B. TERHUNE, Pres. 
(Signature of business manager.) 


Sworn to and subscribed before me this 16th day 
of September, 1938. 


WM. A. MAAS, Notary Public, 


Queens Co. Clk. No. 1206, Reg. No. 1269, 
New York Co, Clik. No. 212, Reg. No. O-M-191. 
(My commission expires March 30, 1940.) 











